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From the keyboard... 


Another Intertype First! 


The trend spontaneous hand-lettered effect types for 


advertising display exemplified Fotosetter Catalina. 


Emil Klumpp, prominent graphic designer and lettering artist, 
created this new brush-script and dubbed Catalina for its 
gay, bouncy, holiday air. 


Not only this up-to-the-minute face design conception, 
but offers for the first time unique utility feature key- 
board composition joining scripts. word line 


Catalina may set tight opened justification between 
letters, within limits, given length—and still join perfectly 


long last, here the ‘‘rubber which typographers 
have sought the 
isn't made Intertype 


FOTOSETTER. 


Truly, here fluid new type for use the composing ma- 
chine offering the greatest flexibility—the Intertype Fotosetter. 


360 Furman Street, Brooklyn New York 


Chicago, San Francisco, Los Angeles, New Orleans, Boston 


Canada: Toronto Type Foundry Co. Ltd., Toronto, Montreal, Winnipeg, Vancouver, Halifax 
for more details circle 805, page 119 


FOTOSETTER registered trademark Fotosetter Catalina and Futura 
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Carol Jean Lewis 

“Miss Advertising” 1955 
Chicago Tribune Photo 
See page 
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Audio Visual Aids.... 
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Layout 
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Printing Binding.... 
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Regular Features 
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Books for Admen.... 
Coming Conventions.... 
The Notebook.... 
How Solved It.... 

Idea Album.... 

Just Between Us.... 
Promotion Almanac.... 
Readers Write.... 

Reprints.... 


enter immediately subscription 


Requirements 


year (12 issues) $3.00 
Payment enclosed 


Requirements 200 st., chicago 


Contents 


Getting the Most from Publicity Photos 


Leo 
The Low-Budget Publicity Milton 
What Every Adman Should Know 

About Papers for Charles 
Production Tips for Offset 
Getting the Most Out Your P.O.P. 
How Make Fair Exhibits Pay Carrie 
Order Your Signs Right and Robert Menninger 


Things Are Different South the Fred Cook 


Aunt Jemima Gives Away 


Premiums Play More Important Role Promotion 
The Letters 

from Story Book Allen Sommers 


What Your Specific, Specialized Specialty, 
Mr. Package Leonard Koppel 


Fibre Boxes Exhibit 
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OTHER SPECIAL FEATURES... 


THE TYPE DIRECTOR 


more agencies are employ- 
ing specialist type directors addi- 
tion their art directors. 


ADVERTISING SPECIALTIES 


the case history advertiser 
who uses specialties his primary 
advertising medium. 


NEW ‘Subscription Order 


Please enter immediately subscription 


Advertising Requirements 
years (24 issues) $5.00 
year (12 issues) $3.00 


Name Title 

Fir 

Street 

City State 


Advertising Requirements 200 St., Chicago 


TRADE SHOWS 


adman explains factors which 
must considered when setting 
budget for trade show exhibits. 


Christmas July? 


JULY may not Santa’s busy 
but it’s the start the Christmas planning 
season for most admen. help readers 
lay plans for their 1955 holiday promo- 
tions, will present special feature 
next month’s issue. have been review- 
ing some the most effective 1954 Christ- 
mas promotions and will describe them 
this comprehensive article. This special ar- 
ticle will addition two annual 
Christmas Use Christmas 
Gifts Business” and “Christmas 
which will appear subsequent issues. 
the July you will find ideas for your 
Christmas holiday packaging 
matter what Christmas advertising and 
promotion problems you face, you will 
find helpful material this special feature. 


FLANNELBOARDS 


how get good results from 
flannelboard me- 
dium with growing popularity. 


SEMI-ANNUAL INDEX 


articles which have appeared the 
January-June 1955 issues AR. 


FIRST CLASS 
Permit No. 
CHICAGO, ILLINOIS 


BUSINESS REPLY CARD 
Postage Stamp Necessary Mailed United States 


—POSTAGE WILL PAID BY— 


Advertising Requirements 
200 EAST ILLINOIS STREET 
CHICAGO ILLINOIS 


wn La 
‘ 
4 
-, 
re. 
7 
F 
By 


VICE! 
MATERIALS! 


ART-LAYOUT 
PHOTOGRAPHY 
PHOTO COPYING 
DUPLICATING 
PRINTING 
LITHOGRAPHY 
TYPOGRAPHY 
ENGRAVING 
ELECTROTYPING 
OFFSET PLATES 
DIRECT MAIL 
MAILING LISTS 


ADDRESSING 


BINDING HOTEL 


PAPER, INKS 


CHICAGO 


FILMS—SLIDES 
SHOW HOURS Noon fill 10:00 
T.V. PRODUCTION Sunday through Wednesday 


PACKAGING 


LABELING ADMISSION FREE... 
DISPLAYS All Advertising Personnel 
America’s big non-media Advertising Show, covering everything except 
SIGNS space and time! See new methods, new products and materials, new equip- 

ment, and new services that will save you time and money! It’s show 


EXHIBITS that advertising man woman can afford miss! 


VISUAL AIDS 
SALES AIDS 


SALES CONTESTS 


PREMIUM Goops MAIN OFFICE: DODGE STREET. OMAHA. NEBRASKA. WEBSTER 
—AND MANY OTHERS! 


Chicago MARCUS HINSON, Associate Director SO. LASALLE ST.- PH. STATE 2-6337 


for more details circle 756, page 119 June 1955 
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Here’s the way FALPACO helps turn 


First colorful car card* captures 
the attention thousands prospects. 


Flavor 


Less Nicotine 


the same card...now slipped into display 
case the point reminds and 
stimulates the customers into buying the 
product. 


More Flavor 


Less Nicotine 


*Produced offset lithography Falpaco 
(coated one side for offset full color with 
brilliant border silver)by Industrial 
Lithograph Co., Brooklyn, 


The investment fine artwork and printing 
pays off sales. 


your next job—specify FALPACO 


Distributed authorized paper merchants from 
coast coast. 


FALULAH 


New York Office—500 Fifth Avenue, New York Mills: Fitchburg, Mass. 


June 1955 for more details circle 783, page 119 
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The volume advertising addressed the consumers America 
continues rise. The population growing fast, industry and business 
are expanding, the number brands every category merchandising 
increasing, new products are being brought out great numbers, and the 
efforts merchandisers have been expanded and intensified both take 
advantage broadened markets and combat greater competition. 


Magazines, newspapers and business publications are carrying large 
volumes advertising, which means that the reader's attention claimed 
far more advertisers. The huge amount broadcast advertising, both 
radio and tv, confronts listeners and viewers with more sales messages 
all hours the day and night. 


needed more than ever, with self-service the rule 
and other food stores, well drug stores, variety 
establishments and many other types retailers. 
advertising, packaging and other factors intended focus consumer demand 
the product the store, are all asked carry heavier load and 
perform their functions more successfully. 


What does all this add to? 


means that advertising, promotion, packaging, display and every 
other form merchandising effort must better than ever before. Copy, 
design and production which were acceptable few short years ago won't 
make the grade today! With more buyers and tougher competition, the stakes 
are greater, and effort must not only larger volume, but 
outstanding execution. 


Advertising dollars are more numerous, but numbers alone won't 
assure success. Each must work harder, perform better. That's today's 
challenge every branch design and production. 


Crain, Jr. 
Publisher 


June, 1955 Vol. No. 


Advertising Requirements 


ADVERTISING REQUIREMENTS published Crain Jr. Advertising Sales Manager: jack 200 
monthly Advertising Publications Inc., 200 Bernstein Illinois St., Chicago (DElaware 7-5200). 
St., Chicago (DElaware 7-5200), Managing Dick Hodgson 

TRIAL MARKETING. Subscription rates: per Associate Editors: Bert Enos, Schoene, Stan- 


5-0404) —Vincent Shallow, Eastern Advertis- 


year S., per copy. Add per year ley Cohen (Washington), Haviland Reves 

for foreign postage except for Canada, (Detroit), Phil Seitz (Los Angeles), Allen Som- 1709 

Entered second class matter Feb. 18, 1954, Ltd., 703 
Additional entry, Lafayette, Ind. Copyright 1955 Advertising Publications Inc. McCarty. 
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Abercrombie and Fitch Co., New York. 


ag 

Ask your printer paper merchant sho the Rising 
containing superior pape for everything 
RISING PAPER COMPANY...IN THE BERKSHIRES, HOUSATONIC, 

for more details circle 834, page 119 
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Congratulations are order for 
the New York Herald Tribune, 
which has just added the third 
Wayland Ayer Cup for excellence 
newspaper typography its tro- 
phy room. What makes the honor 
particularly outstanding that the 
Herald Tribune the only newspa- 
per ever gain permanent posses- 
sion Ayer trophy the 25- 
year history the award, which 
sponsored Ayer Son Inc. 

Three victories are needed re- 
tire Ayer Cup. The Herald Trib- 
une won 1948 and 1954. won 
the first cup 1931 and 1934 and 
retired 1936. Victories 1939, 
1941 and 1945 gave the newspaper 
possession the second Ayer Cup. 

The newspapers are judged 
clear printing, ease reading, bal- 
ance and harmony different ele- 
ments page, use limited 
number points top interest 
front pages, good selection and re- 
production photographs and treat- 
ment pages unit design. 


April was busy month for AR’s 
editorial staff. Three major advertis- 
ing conventions were held Chicago 
the space two weeks. It’s usu- 


ally problem decide just how 
conventions should covered 
best serve readers. But not with 
the National Packaging Exposition, 
National Premium Buyers Exposi- 
tion and POPAI shows. 

Each the three conventions, 
which drew record-breaking crowds, 
was blessed outstanding speeches. 
this issue you will find summar- 
ies key speeches from each the 
conventions. 


Vacuum forming held the spotlight 
two the shows. the POPAI 
exhibits, there was definite trend 
toward greater use the relatively 
new medium. the packaging ex- 
position, live 
vacuum forming were the hit the 
show. large number exhibits, 
queues visitors stood patiently 
line pick just-produced sou- 
venirs. 

These lines souvenir seekers 
were curious development. For the 
most part, the vacuum-formed items 
being produced were little actual 
value. Many were large and clumsy 
samples. But everywhere you went 
the exposition floor, you saw ad- 
men, who normally wouldn’t even 
pick convention give-away 
obvious value, walking around with 
large hunk formed plastic under 
their arms. 

Vacuum forming is, without 
doubt, “hot.” It’s versatile me- 
dium, well adapted many adver- 
tising needs. already popular 
for displays and promises become 
major packaging medium. Any 
adman who hasn’t already consid- 
ered vacuum-formed plastics for his 
company’s own needs can well 
investigate their potentialities. 


vacuum forming was big 


Display typefaces this issue 


Page 29—Discus Script Lining Gothic 33—Lydian Bold 


Bold Italic; Century Extrabold, Studio Spartan Black Italic; Bold Spartan 
Heavy Italic; Extrabold Cairo Bold; Century Extrabold Spartan Black 
Italic; 61—P. Barnum Lining Gothic 69—Studio Bold Spartan Black Italic; 
Bold Spartan Heavy; 77—Venus Extrabold Extended Spartan Black Italic; 
Gothic, Rondo Bold Spartan Black Heavy Italic; Bold Bold Italic; 95—Stymie 
Extrabold; Remington Typewriter; 103—Dom Casual Spartan Heavy Italic; 
Stymie Extrabold; 106—Stymie Extrabold; 109—Bodoni Bold Bold Italic. 


for more details following spread circle 836, page 119 


PHOTOENGRAVING 
PHOTOGRAPHY 
ELECTROTYPING 
TYPOGRAPHY 
COLOR PROCESS 
LITHO PLATE SERVICE 


Pontiac has all seven these 
services available under one 
roof and one management. 
Individually collectively 
they are the product 
company skilled help- 
ing you meet production 


problems and deadlines. 


WRITE 


PONTIAC 


812 WEST VAN BUREN ST. 
CHICAGO ILLINOIS 


. for more details circle 823, page 119 
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YOU WANT ATTENTION 


Whatever you’re selling, attention starts the sale. your point- 
of-purchase stop them doesn’t sell them. Schmidt's 
Art Directors are experts creating attention building displays. 


YOU WANT SALE APPEAL 


Attention alone not enough. Your P-O-P must 
skillfully combining full-color lithography with motion, 3-D and 


illumination, Schmidt produces materials that set your products apart. 


They move merchandise off the shelf and into the home. 


YOU WANT PROFIT 


floor stand recently created increased sales one company’s 
product 1500%! Profits were even better. Regardless your needs, 
Schmidt ready provide the P-O-P needed multiply your 
sales. Why not call Schmidt Merchandising Consultant today? 


LITHOGRAPHY THAT 


NEW YORK CHICAGO SAN FRANCISCO LOS ANGELES SAN ANTONIO 


OAKLAND PORTLAND SEATTLE SACRAMENTO FRESNO HONOLULU 
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Reprints 


The following reprints feature articles which have appeared Advertising 
Requirements are available each. Special prices are available upon 
request for quantity orders. Please order number, enclosing the exact 
amount coins, stamps checks. Send all orders to: Reprint Editor, Advertis- 
ing Requirements, 200 East Illinois St., Chicago 11, orders for four 


more reprints will happy bill you—smaller orders sent only upon 
receipt payment. 
101 Time Cost Guide for Producing Films—by Lee Randon 


109 Do’s for Television Commercials—by Harry Wayne McMahan 
picture story showing what and what not 


1953 


March 1953 
110 Ulcer Reducers for Exhibitors 

how you can make exhibiting easier, cheaper and 

112 for Better Engravings 

asked engravers from coast-to-coast what admen can help them 


123 How Prepare Jingles for Radio Spots—by Maurine Christopher 

The for one radio’s most effective 1953 
131 How Get Your Share Free Television—by Richard Marvin 

how several firms are editing their old films for use 
134 The Great Premium Boom—by Gordon Bowen 

general description the use premiums promotion 
137 ideas for More Interesting Annual Reports—by Peg Miller 

checklist how variety companies have attracted attention and 

138 The Man Ted Sanchagrin 

The story behind the photographs Lord Distinction” 1954 
139 Show Your Wares Sell Them!—by Ernest Goldberg 

GoldE Mtg. Co. getting lot added sales promotion through 

140 Pabco Color with Coordinated Campaign 

How variety materials were put work West Coast August 1954 
141 How Make One Set Color Plates the Work Several—by Bernard Converse 


How advertiser got color into and budget 


142 How Make One Promotional Dollar the Work Ten—by Boom 
Operators Dari-Delite soft ice cream franchises cooperated joint 
advertising effort for big results August 1954 


143 Picture Postcards Low-Cost Advertising Medium—by Dick 


February 1954 


May 1954 


How picture postcards are used for advertising August 1954 
144 for Better Press Releases—by Dick Hodgson 
helpful checklist for getting better results from publicity September 1954 


145 Audio-Visuals Have Cost Lot Money Effective 

Reardon Co. produced its own prize-winning film strip 

146 How Get the Most Benefit from Trade Shows—by Edmund Kennedy 

Monsanto prepared handy guide for exhibit personnel.....September and October 1954 
147 Step Forward Photoengraving 

The story the development fast-etch magnesium October 1954 


148 Why Agencies Should Interested Point Purchase Displays—by Bert Enos 

Several case histories show why agencies need recognize 1954 
149 Give the Dealer What Wants—by LeRoy King 

former supermarket operator tells the kind premiums 

150 First Day Covers—Low Cost Mailing with Impact 

How items are providing direct mail 
151 Color Advertising—by Faber Birren 

expert outlines the best colors for 
152 New Look for Signs 

Changeable copy signs are finding growing favor 

153 Follow Through—Key Premium Success—by Arthur Irwin 

complete program follow through the key 

155 Assembling Color Elements Can Save Time and Money— Latimer 

Discussion of photographic acsecenannet to prepare process art 

156 Package Every Table— James Joseph 

Products designed its packages not only make hit the 

point sale, but find acceptance American dinner 1954 
157 Progress Report: 1955—by Dick Hodgson 

review developments the graphic arts the past decade.... 
158 Elsie Living Trademark—by Ted Sanchagrin 

One the most popular personalities America cow who 

travels more than 10,000 miles year promoting her 1954 
159 Simplicity Key for Efficiency Handling Mat Orders—by Reed 

The pen manufacturer has developed effective method for 

mat orders from dealers... January 1955 
160 Professional Installation Assures Success for Displays— Bert Enos 

case history telling how Admiral achieved promotion success 

through professionally-installed window January 1955 
161 Why Outside Producers? 

survey the advantages using outside producers for business 

films rather than setting internal production 1955 
162 How Crop Photos—by Vincent 

Pointers for getting the most out 

for reproduction purposes... 
163 Identification and Service— Samuel Stahl 

How Master Lock uses dealer-service displays promote padlock January 1955 
164 So... You Want Start Sales Contest—by George Biderman 

summary the most important factors consider before 


November 1954 


1955 


item the POPAI show, two other 
plastic developments “stopped the 
show.” Neon Products (Lima, O.) 
introduced new type plastic 
dealer identification sign. appears 
bring plastic signs the two fea- 
tures which have previously been 
lacking color changes and anima- 
tion. using new technique, the 
message illustration sign faces 
changes frequently desired. 
Neon Products development was 
new that all samples the ex- 
hibit were presented abstract de- 
signs and details were kept “secret” 
until the company can step pro- 
duction meet the initial demand. 
The other was 
Kling Displays’ (Chicago) presenta- 
tion Tele-Rama. The new display 
medium produces almost any type 
motion illuminated color 
transparency. special plastic sheet, 
which has raised “bubbles” it, 
backs the transparency. mov- 
ing light source throws illumination 
through the back-up sheet. The dif- 
fusion caused the bubbles creates 
motion effect selected portions 
the transparency. Because the 
spot animation, the effect has the 
realism motion pictures. Actually, 
Tele-Rama another example 
the growing use vacuum forming 
—it used produce the bubbles. 


interesting development 
all three shows was the increased 
interest advertising agencies. 
More agencymen than ever before 
growing interest agencies mer- 
chandising. 

Agencymen also were key speak- 
ers the programs the POPAI 
and premium shows. While it’s not 
new for some agencies vitally 
interested merchandising, the in- 
crease interest many differ- 
ent agencies points trend toward 
more agency participation things 
other than space and time media. 


interesting note the April 
issue What’s New ROP Color, 
newsletter Lake Shore Electro- 
type (Chicago): “This still only 
prediction, but one that comes from 
excellent source—Richard 
Lewis, manager the ANPA me- 
chanical department. Speaking be- 
fore the Mid-Atlantic Newspaper 
Mechanical Conference, Mr. Lewis 
announced that set basic ink 
colors permit 650 variations 
hues will soon 
newspaper color advertising. Ac- 
cording his report, production 
committees the AAAA and the 
ANPA have agreed upon the color 
scale, and its adoption can ex- 
pected ‘in the not too far distant 
future’.” 
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Service Inc. (Phila- 
delphia) came with effective 
gimmick call attention its 25th 
birthday. Friends and customers 
champagne bucket. Not unusual 
itself, but the champagne was ac- 
companied small booklet tied 
the bottle black shoestring 
dramatize the company’s growth 
—from “shoestring” one the 
nation’s largest typographers. 


Age-of-luxury item don’t 
know why was the press 
release list, but were glad 
learn that Softee Seat Co. (Phila- 
delphia) has just come out with 
important new product. Judge for 
yourself from this letter from Stady 
Advertising Service (Philadelphia), 
which accompanied the release: 

“It said, ‘There nothing new 
under the sun,’ but tell you 
have ever heard air cushioned 
toilet seat? This will bring laugh, 
I’m sure, but the laugh will change 
smile satisfaction the new- 
found comfort, should you have 
chance test this sensationally new 
Softee toilet seat. The copy depart- 
ment has come with host 
catchy headings, such ‘Relaxa- 
vate’ ‘tis kind your behind,’ 
which have not passed the censors.” 

The new product has layer 
triple density foam rubber padding 
under heavy covering. the 
release said, “The idea simple, 
yet effective, that you wonder 
why was not done before, espe- 
cially when its use can enjoyed 
everybody every day.” 


>Production manager Glenn 
Adair Krupnick Associates (St. 
Louis) was quick call our atten- 
tion major error the presenta- 
tion “Trafficnet” the May AR. 
page 64, presented repro- 
duction the Krupnick Associates 
Traffic Control Flow Chart. But, 


Equip your office offset duplicating department with Remington 
Rand Direct Image Plastiplates and forget your “gripes” about 
high printing costs. You can’t beat Plastiplates for sales letters, 
advertising pieces and artwork requiring simple linework. 
Plastiplates save you time, because you don’t have depend 
outside printing schedules. Plastiplates help you cut cost, 
because they produce economical long runs “top-drawer” 
quality offset copies. But don’t take our word for it. Let give 


you the proof positive cost obligation you. 


FREE DIRECT IMAGE PLASTIPLATES get your free 
Direct Image Plastiplates, merely drop line to: 
Remington Rand Inc., Room 1668, 315 Fourth Ave., New 10. 


“Cheaper than Metal—More Dependable than 
Paper—Better than Both.” 


for more details circle 835, page 119 
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SUPERIOR the SERVICE 
LIFE LONGER 


POINT-OF-PURCHASE 
ROADSIDE—PLAIN RE- 
FLECTORIZED—THEY BUY 
LOWEST COST ADVERTISING 


Metal Signs for effective 
outdoor advertising 
produced quantity— 
and for every type busi- 
ness—are made the 
modern GRACE plant 
the quality manner— 
outlast and outsell! 


SILK SCREEN 
PROCESSED 
METAL... 


Our special method 
applying colors 
faithful reproduction 
the product design, 
fast, accurate and 
artistic. They have eye 
—and buy—appeal. 
Over years Know- 
How backs every sign 
produced GRACE. 


BAKED ENAMELS 
ARE PRE-TESTED 
FOR WEATHER 
WEAR... 


Paint Enamels used 
GRACE specifications 
for weather resistance. 
They are coded and 
pre-tested for quality 
control. This eliminates 
all guesswork and as- 
sures longer service 
life. Your clients can 
depend upon GRACE 
quality. 


DESIGN ANY 
TYPE SIGN... 


Your clients may, 
times, desire special 
signs. let know. 
will even make 

sample sign from 
sketches for ap- 
proval. There are 
Obligations. What are 
your needs? 


2nd ST. ST. LOUIS 18, 


for more details circle 794, page 119 


ADVERTISING 


SIGN 


KRUPNICK ASSOCIATES TRAFFIC CONTROL FLOW CHART 


ACCOUNT PRODUCTION 
EXECUTIVE DEPT. 


Yellow job order issued for creative dept. 
Copies to AE — Trattic — Accounting 


bse ite job order issued for layout 
Copies to: AE — Trattic — Accounting 


Final text & O.K. layout to trattic 


nk order issued for art G production 
: AE — Trattic — Accnt. — Art Dir. — Prod. Dir. 


Glenn Adair said, “I’m afraid looks 
like hodge-podge instead flow 
chart.” 

What happened was that the col- 
ored flow line the chart was 
printed upside down. the top 
this page you will find corrected 
flow chart with the flow line 
running was originally intended. 

Incidentally, you haven’t already 
read “Trafficnet” you will find 
very interesting. Krupnick used 
take-off “Dragnet” put across 
the importance traffic control 
agency. While the basic story 
nique used get important point 
across should interest every 
reader. 


Never one overlook good bet, 
Norge Sales Corp. (Chicago) was 
right the scene when the Salk 
anti-polio vaccine hit the headlines. 
The company wired its distributors 
urging them contact local health 
officials and offer refrigerators for 
storage Salk vaccine. 

Storage the vaccine, which 
should kept 40-45° tempera- 
tures, urgent problem many 
suburban and rural 
particularly schools where shots 
will administered. 


>The Norge action reminds 
interesting public relations proj- 
ect New England electrical pow- 
supplier during the disastrous 
hurricanes last year. With power 


off, home owners, storekeepers, in- 
stitutions and restaurants were faced 
with the loss everything stored 
their freezer units. But quick think- 
ing the part the power com- 
pany came the rescue. 

The company quickly made ar- 
rangements for space 
warehouses and saw that power 
was restored these locations 
top priority. Freezer owners were 
then invited bring their freezers 
the warehouses and connect them 
until their own power was 
restored. 


SHIPPING ROOM MEN LOVE... 


lost the packing instructions and the 
carton came in, but dismantle the thing 
and pack carefully. Rush it, course.” 


KING 


READERS WRITE 


Tape Recorders 


have been impressed with 
your article, Use Tape Re- 
corders (March 
AR), that would like make 
reprints available our sales force. 
Congratulations the fine edito- 

rial job you are doing for magnetic 
tape. 

Advertising Group Head, Mag- 

netic Products, Minnesota Min- 

ing Mfg. Co., St. Paul 


Our association thinks that 
both articles, “The Use Tape Re- 
corders Advertising” (March 
AR) and “An Adman’s Guide for 
Selecting Tape Recorder” (April 
AR) are excellent pieces and wish 
reprints. 

KEN ARVEDON 

Executive Secretary, Magnetic 

Recording Industry Assn., New 

York 


have followed with interest (and 
benefit myself) your two articles 
dealing with tape recorders for ad- 
men. Your second article this 
subject, “An Adman’s Guide for Se- 
lecting Tape Recorder,” was espe- 
cially informative and useful. 
matter fact, the first treatment 
have seen that has been quite 
thorough and comprehensive 
very detailed subject. 
KENDALL 


Universal Advertising Agency, 
Omaha 


Advertising Specialties 


... There are very few publica- 
tions the field who have given 
much space advertising special- 
ties and the survey which you had 
the March plus the article 
advertising specialties was some- 
thing that the industry appre- 
ciated very, very much. 

certainly want thank you 
for the splendid cooperation you 
have given our industry. 


CHELSTROM 


President, Fabrico Inc., Green 
Lake, Wis. 


“Colored” Beads 


Our client, the Flex-O-Lite Mfg. 
Corp., has called our attention 
news item appearing the April 
New Glass Beads for Re- 
flectorized Signs,” page 86) which 


you mentioned availability through 
this company “colored beads.” 

result this item, the com- 
pany has had number inquiries 
for colored glass beads which does 
not manufacture. 

For your information, Flex-O- 
Lite manufactures only crystal clear 
beads various sizes for application 
advertising signs, traffic markers, 
highway marks, etc. The color lent 
the adhesive paint which 
the beads are imbedded. 

Ralph Smith Advertising Agen- 
cy, St. Louis 


Graphic Arts Coverage 


About two months ago, en- 
tered our subscription for your pub- 
lication and the first two 
issues have found that contains 
world wealth for the graphic 
industry. issue monthly news- 
letter our customers, made 
items interest our trade com- 
piled from various trade publications. 
would like secure your per- 

mission use extracts from your 
publication. 

Mann 

Sales Promotion Manager, Ber- 

mingham Prosser Co., Kansas 

City, Mo. 


Readers Service 


Thank you very much for your 
response our request for informa- 
tion regarding manufacturers pa- 
per hats. Your readers’ service 
most valuable those who work 
some distance from major sources 
supply, and appreciate your 
interest. 

STEWART WARK 

Wark Associates Inc., White 

River Junction, Vt. 


MAKE the 


salesmen 


Loose-Leaf 
Binders 


often 


difference 
between 


Why one salesman 
more productive than another? 
You can point experience 
present product facts quickly. 

The more productive salesman 
has up-to-date loose-leaf cata- 
log. More often than not, uses 
Heinn Loose-Leaf Binder with 
carefully planned indexing and 
tells his sales story faster cre- 
ate extra sales volume. 


Millions Heinn Loose-Leaf 
Binders, now use, make sales- 
men’s and customers’ catalogs 
more effective. Each Heinn unit 
made beautiful, durable ma- 
terials and has smooth, easy-ac- 
tion mechanism masterpiece 
that reflects pride workman- 
ship. Compare any Heinn prod- 
uct with another kind, and 
learn that there’s much differ- 
ence between binders between 
salesmen! 


“FACTS YOUR 


helpful 
booklet for the catalog planner. When writ- 
ing for your copy, please describe your 
binder and index problems. 


THE HEINN COMPANY 


306 FLORIDA STREET 
MILWAUKEE WISCONSIN 


ORIGINATORS THE 
LOOSE-LEAF SYSTEM CATALOGING 
LEADERS SINCE 1896 
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The following letters are typical 
many received AR. all cases 
try supply much helpful 
information possible. However, 
are regularly publishing some 
the letters this column with the 
thought that perhaps some our 
readers would like assist 
providing desired details. will 
gladly forward any letters answer 
such requests. Ed. 


Consumer Panels 


are making study the use 
consumer panels, and would ap- 
preciate your assistance obtaining 
information about their use 
magazines, newspapers 
journals. 

JOHN WHITEHEAD 

Director Public Relations, 

Trend Inc., Los Angeles 


Real Estate Promotion 


enjoy your magazine very 
much, even though does not deal 
with our specific field. thought, 
however, that your readers might 
have some ideas how promote 
real estate business—writing ads 
that will sell, promoting attendance 
open houses, success using di- 
rect mail and radio tv. 

JOHN REARDON 

Noha-Reardon Real Estate, 

Riverside, 


Consumer Panels 


are making study the use 
consumer panels, and would ap- 
preciate your assistance obtaining 
information about their use mag- 
azines, newspapers and trade jour- 
nals. Any information you can give 
this subject will appre- 
ciated. 

JOHN WHITEHEAD 

Director Public Relations, 

Trend Inc., Los Angeles 


Oil Kits 


Could you please furnish with 
source supply for kits suitable 
for displaying samples petroleum 
products, i.e., oils, greases and fuels? 
JERRY CARTER 
Advertising Manager, M-F-A 
Oil Co., Columbia, Mo. 


king size impact and pint size dgets 


Telephone: ORegon 


Color Chart 


Can you provide information re- 
garding color chart for client; 
furniture manufacturer? expect 
supply these charts, imprinted 
course, retail furniture salesmen. 
quantity 1,500 2,000 needed. 

Advance Advertising, Fresno, 


Cal. 


Trade Meetings 


Can you give some information 
trade meetings and exhibits hav- 
ing with the type displays 
erected manufacturers for na- 
tional conventions? 


learning more about effective design 
and techniques used such exhibits, 
and would also appreciate any rec- 
ommendations you might have 
books this subject. 

Supervisor, Dealer Advertising, 
Frigidaire, Dayton, 


Idea File 


are creative business and 
and therefore could use “idea” 
file. Could your research department 
give suggestion the proper 
setting such file? 

STEGER 

Mort Associates, St. Louis 


Photosetters 


would appreciate any infor- 
mation you can give photo- 
type machine photosetter ma- 
chine. 

President, Acme Photo Engrav- 

ing Co., Des Moines 


Government Photos 


send reprint the article 
AR’s Washington Editor “How 
Get Government Photos for Adver- 
tising Purposes” (April AR). 

Advertising Sales Promotion, 

Fenwal Inc., Ashland, Mass. 


has been receiving increas- 
ing number requests for this arti- 
cle and companion piece, “How 
Get Military Photos for Advertising 
Purposes” (February AR). Ar- 
rangements are being made pre- 
pare joint reprint these two ar- 
will listed the “AR Reprints” 
Ed. 
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for more details circle 828, page 119 
BIG PROMOTION IDEA 


GENERAL MOTORS CORPORATION 


ILLUSTRATION COURTESY OF FISHER BODY DIVISION, 


Green light for the demonstration 


This year never before the automotive industry has captured the public’s 
imagination. Advanced engineering, bold design and billion dollar 
investment all played part this dramatic achievement. did Oxford 
papers helping bring the story the American people magazines, 


catalogs and other printed pieces. Ask your Oxford Merchant show you 


some outstanding examples creative printed material Oxford papers. 


Papers 


vA) Ji AA 


4 
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This insert sample Nation-wide Service 
the letterpress results Through Oxford Merchants 


ou ca n et on a Atlanta, Ga. ... . . . Wyant & Sons Paper Co. 
Baltimore, The Mudge Paper Co. 


Boston, Mass.. Carter, Rice Co. Corp. 
Storrs Bement Co. 

Henley Paper Co. 

Chattanooga, Tenn. Bond-Sanders Paper Co. 
Chicago, Hl. - « « « « Bermingham & Prosser Co. 
Bradner, Smith & Co. 

Marquette Paper Corporation 

Midland Paper Company 

The Whitaker Paper Co. 


Cincinnati, Ohio The Johnston Paper Co. 
The Whitaker Paper Co. 
Cleveland, Ohio The Cleveland Paper Co. 
Dayton, Ohio. Cincinnati Cordage Paper Co. 
The Whitaker Paper Co. 
Des Moines, Bermingham Prosser Co. 
Detroit, Mich. Chope Stevens Paper Co. 
Fresno, Calif. « « Blake, Moffitt & Towne 
Hartford, Low Paper Co., Inc. 
Storrs Bement Co. 
Kalamazoo, Mich. Bermingham Prosser Co. 
Kansas City, Mo. . . . . .Bermingham & Prosser Co. 
Knoxville, Tenn. Louisville Paper Co. 
Lincoin, Neb. estern Newspaper Union 
Los Angeles, Calif.. . . . . Blake, Moffitt & Towne 
Sensenbrenner Paper Co. 
Nashville, Tenn. . . . . . Bond-Sanders Paper Co. 
New Haven, Conn Bulkley, Dunton Co. 
This bright white enamel letterpress paper coated (Division Carter, Rice Co. Corp.) 
Storrs & Bement Co 
smoothness and unusual ink affinity. affords sharp, 
true detail multicolor process and black and white Omaha, Western Paper Co. 
halftone reproduction across the full range tone Paper Co. 
rubaker Paper 


Graham Paper Company 
Shaughnessy-Kniep-Hawe Paper 
Tobey Fine Papers Co 


Salt Lake City, Utah. Western Newspaper Union 
San Bernardino, Blake, Moffitt Towne 
San Diego, Calif. . . . . . Blake, Moffitt & Towne 
San Francisco, Calif. Blake, Moffitt Towne 
San Jose, Calif. . . . . . . Blake, Moffitt & Towne 
Seattle, Wash. . . . . . . Blake, Moffitt & Towne 
Sioux City, lowa Western Newspaper Union 


(Division Carter, Rice Co. Corp.) 
Mill Brand Papers 
Paper House New England 


(1) The new OXFORD PAPER SELEC TOR HART time-saving master guide Tucson, Blake, Towne 
the right grade for each purpose. (2) The new OXFORD PAPER COST CAL- Washington, John Floyd Paper Company 
CULATOR gives the exact cost per 1000 sheets for all common weights and sizes. Worcester, Mass. Esty Div. Carter, Rice Co. Corp. 


Ask your nearby Oxford Merchant write direct. York, Pa. The Mudge Paper Co. 


OXFORD PAPER COMPANY, 230 Park Avenue, New York 17, OXFORD MIAMI PAPER COMPANY, Wacker Drive, Chicago 


Mills Rumford, Maine, and West Carrollton, Ohio 
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MAY 
22-24 


22-26 


23-25 


24-27 


25-26 


25-27 


25-28 


28-29 


30-June 


JUNE 


12-17 


13-18 


15-17 


19-22 


20-22 


26-29 


26-30 


30-July 


Magazine Publishers Assn. 
Inc.—The Greenbrier— 
White Sulphur Springs, 
Va. 


Nat'l. Assn. Radio Tele- 
vision Broadcasters, annual 
convention—Shoreham and 
Sheraton Park Hotels— 
Washington, 


Advertising Trades Institute— 
Sales Aids Show—Biltmore 
Hotel—New York City 


Nat'l Assn. Printing Ink 
Makers—Skytop—Skytop 
Pa. 


Graphic Arts Trade Assn. 
Executives—Kansas City, 


Mo. 


Southern Graphic Arts Assn. 
—Arlington Hotel—Hot 
Springs, Ark. 


Associated Business Publica- 
tions—The Homestead—Hot 
Springs, Va. 


Printing Industry America 
Trade Assn. Executives— 
Colorado Springs 


Nat'l Assn. Transportation 
Advertising, annual 
meeting—The Cloister—Sea 
Island, Ga. 


Paper Box 
ers Assn.—Chalfonte Had- 
don Hall—Atlantic City 
iN. 

Advertising Federation 
America—Palmer House— 
Chicago 


Nat'l Sales Executives, con- 
vention and Sales Equip- 
ment Fair—Waldorf-Astoria 
—New York City 


Special Libraries Assn., ad- 
vertising division—46th an- 
nual convention—Hotel 
Statler—Detroit 


Int'l Design Conference— 
Aspen, Colo. 


American Marketing Assn. 
national conference— 
Schroeder 
kee 


Poster Advertising Assn. 
London, Ont. 


Lithographers Nat'l Assn. Inc. 
—Lake Placid Club—Lake 
Placid, 


Nat'l Advertising Industries 
Exposition—Hotel Morrison 
—Chicago 


Advertising Assn. the West, 
52nd annual convention— 
land, Ore. 


American College Public Re- 
lations Assn.—Drake Hotel 
—Chicago 


PRODUCTION MANAGER 


Tear Sheets Prove His Point! 


This Production Manager decided use against 
PLASTIC PLATES one half his current newspaper release. 


RESULTS: Faithful reproduction for far less reduced 


shipping charges. Results shown tear sheets made him regular 


customer. 


YOU KNOW THAT... 
Direct pressure require two less steps 


between the original engraving and the final printing 
plate than either electrotypes plastic plates. 
Result: More faithful reproduction approximately 


also, package, 
plate charges are drastically reduced. 


less cost 


are Close the original they can 
be! They are equivalent job electrotype pattern 


plate. 


are always the same size the pattern 
they are molded from. 
each pattern plate. 


CHALLENGE: welcome split run for comparison 
reproduction with results from either 


types plastic plates. 


TEAR SHEETS, delivery and price information furnished upon 


request. 


1441 FREEMAN AVE. 


Advertising 


Requirements 


for 


and pattern 


guarantee 200 mats from 


Results 


CINCINNATI 14, OHIO 
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new piece printed matter 


venture” that always exciting. 
Like fishing strange waters, challenges 
one’s experience, judgment, skill and tech- 
nique. Success made easier suitable 
equipment, such Cantine’s (Coated) 
Papers, made mill with years experi- 
ence coating. “Things look much better 


with Cantine’s.” 


LETTERPRESS OFFSET-LITHO 
Hi-Arts Hi-Arts Litho 
Ashokan Zenagloss C.2S. 

M-C Folding Book Zenagloss Cover C.2S. 
M-C Folding Cover Lithogloss C.1S. 

Zena Catskill Litho C.1S. 
Catskill Catskill Offset C.2S. 
Velvetone Esopus Postcard C.2S. 
Softone Esopus Tints 

Esopus Tints 

Esopus Postcard 


THE MARTIN CANTINE COMPANY 
Specialists Coated Papers Since 1888 


SAUGERTIES, and NEW YORK CITY 
(In Los Angeles and San Francisco: Wylie Davis) 


Edw. Wilson 


~ 
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SOLVE 


Have you solved work-a-day problem simply and effective- 
ly? Tell how, not more than 200 words, with pictures 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials Editor, 
ADVERTISING REQUIREMENTS, 200 Illinois St., Chicago 11. 
material will returned unless specifically requested, 
and accompanied return postage. 


Screen Printer 
will help 


you ordering and producing 


quality Screen Process Printing. 


big, fully 
“Business Ink NAZ-DAR 


local 
copy Naz-Dar’ 


illustrated catalog. 
Chicago 10, Illinois 


461 Avenue 


will glad send you, 


The NAZ-DAR Company 


Card, Envelope System 
Records Work Progress 


Since have several hundred 
items going through our advertising 
creative department each year, 
face problem keeping track 
the material, especially dealer helps. 

have designed dealer help 
follow-up card and envelope which 
stays hands until the idea has 
been formulated. Then goes either 
the art editorial department for 
copy and rough art, and they retain 
until final okay, when re- 
leased the printing department. 

The card describes where the ma- 
terial any given time, cost in- 
formation, and record okays 
pertinent people. The work envelope 
contains complete description 
each job. When the job completed 
the envelope and card then goes 
visual file where permanent rec- 
ord quantity, date and actual 
samples all dealer helps main- 
tained. 

Rust Craft Publishers, Boston 


Uses Taped Finger Cut 
Mimeographing Waste 


Since utilize small mimeo 
machine for variety purposes— 
dealer newsletter, publicity releases, 
product test reports, general sales 
bulletins and job reports—we had 
problem getting good reproduction 
with minimum wasted paper 
test runs. 

solved the problem very sim- 
ply. Each time stencil cut, placed 
the roller, inked and ready for 
running, the operator places one 
two strands transparent tape 
around his index finger and runs the 
glossy side across each typed line 
the stencil. 

The short time expended this 
simple operation more than com- 
pensated for the reduced quantity 
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trial runs and the cleaner repro- 
duction get after only one two 
test sheets have been run through 
the mimeo machine. 
Advertising and Sales Promo- 
tion Mgr., France Refrac- 
tories Co., Snow Shoe, Pa. 


Keys Job Ways 
One Press Run 


Our problem was key order 
blank three different ways with- 
out requiring three separate runs 
through the offset press. 

Since this was Christmas mail- 
ing, used three decorative Christ- 
mas trees the bottom the order 
blank. All three trees were Key No. 
When had arrived the de- 
sired quantity Key No. order 
blanks, had the pressman stone one 
tree right off the plate. This left two 
trees, which became Key No. 
ran the desired quantity Key No. 
stoned off second tree, leaving 
only one tree for Key No. and thus 
completed the run. 

TRICOMI 
Tri Advertising, 


Haddonfield, 


Uses Erasers Insure 
Clean Coin Reproduction 


With many advertisers using coins 
illustrate their ads today, perhaps 
like know how get clean 
reproductions the coins, matter 
how old they are. 

All take the coin and rub 
over the entire surface with pencil 
eraser. few seconds the coin 
mint-clean. Coins can recleaned 
any number times this manner, 
and the method has the advantage 
not scratching damaging the coin 
any way. 

Advertising Manager, Ballonoff 
Metal Products Co., Cleveland 


3 
: 
We 
if 
; 


Win this radio 


for your best idea 


Solved has always been one most popular 
features but lately far too many the items have 
received have been tips for artists. want make this 


department feature with good, workable 
ideas for every reader but need your help! 

keep this department top popularity need more 
ideas. Have you solved some work-a-day problem 
involving your advertising, promotion merchandising pro- 
grams? Perhaps come with good idea for con- 
trolling printing costs for getting better placement for your 
displays for placing publicity releases for attracting 
attention your trade show exhibits for better product 
identification your packages for producing more 

Here’s chance make that idea pay extra dividends. 
regularly pays $10 for each item published the 
Solved section but for the best idea 
receive during the next two months will award General 
Electric Clock-Radio. All other items published will 
still get $10, got good idea you lose. 

tricky rules just this simple guide: 

Describe your solution advertising, merchandising 
promotion problem not more than 200 words, with pictures, 
drawings samples where possible. (Illustrative material will 
not considered the judging, however items with 
illustrations have just good chance winning illus- 
trated solutions. 

Send materials Editor, Advertising Requirements, 200 
Illinois St., Chicago 11. 

All “How Solved contributions received before July 20, 
1955, will included the judging. 

material will returned unless specifically requested, 
and accompanied return postage. 

The winner will announced the September AR. case 
the winning solution was sent more than one reader, the 
entry with the earliest postmark will awarded the clock- 
radio. The author any item published will receive $10 upon 
publication his material. 

That General Electric Clock-Radio well worth 
shooting for not just clock-radio. not only 
wakes you soothing music the morning, but will lull 
you sleep after you finish reading that article bed 
night turn itself off automatically and then turn 
itself again the next morning. You can also attach electrical 
appliances the set—they will turned and off auto- 
matically. With self-starting clock with luminous hands and 
smart ivory plastic case, real leader the field. 
Better get that Solved item the mail right away! 


Powdered Pumice Has 


Varied Uses Agency 


find “pounce” powder (pow- 
dered pumice) indispensable many 
ways. little powder rubbed lightly 
glossy surface cuts gloss, grease 
and stickiness. Rubbed retouch- 
ing, smooths and helps blend 
tones. 

Dusted the outside rubber 
cement bottle, eliminates sticki- 
ness. little powder dusted the 
fingers hot, moist day dries per- 
spiration and assists the elimina- 
tion finger prints when handling 
artwork. 

Kurr 
Art Director, Art Associates, 
Reading, Pa. 


One-Step Method 
Tracing Time-Saver 


Here’s how save time tracing 
piece artwork order re- 
draw another board. make 
“blue carbon” tracing paper with 
light blue pencil and lay blue side 
over the original art. clean 
sheet tracing paper goes over 
and the original traced, leaving 
blue impression the back the 
tracing paper ready rubbed 
down. 

This one step simpler than the 
usual procedure blackening the 
back the tracing paper and re- 
drawing again over the improvised 
“carbon” redrawing the line 
through the back the tracing pa- 
per rub down the board. 

Jay 
Advertising Manager, Decora- 
tive Cabinet Corp., New York 


Solves Shrinkage Problem 
Photostatic Negatives 


Here how cope with shrink- 
age stat negatives. Since photo- 
stat paper, like all paper, has grain, 
have our photostater make the 
negatives our layouts, from which 
have type set, with the grain run- 
ning the width the layout, holding 
the width accurate. 

The inevitable shrinkage then oc- 
curs vertically and can easily al- 
lowed for composition and pic- 
tures. the stat negatives were 
made accurate height with the 
grain vertical, they would inac- 
curate width. This would disturb 
type measures, which always 
make either even picas half 
picas. 

CLARENCE JOHNSON 
Art Director, Reincke, Meyer 
Finn, Chicago 
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For the finest reproduction... 


BRAND 


CAST PAPERS 


~ 


TRADE-MARK 


THE CHAMPION PAPER AND FIBRE COMPANY 
HAMILTON, OHIO 


Number Twenty series designed show how 
Sets the Pace 
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THESE LEADING PAPER MERCHANTS SELL THE FAMOUS 


ALABAMA 
The Paper Co. 
The Partin Paper Co. 
Atkinson 
ARKANSAS 
Roach Paper Co. 


CALIFORNIA 


Carpenter Paper Co. 
Carpenter Paper Co. 


COLORADO 
Carpenter 


CONNECTICUT 


John Carter Co., Inc. 
John Carter & Co., Inc. 


COLUMBIA 
The Whitaker Paper Co. 


FLORIDA 
The Jacksonville Paper Co. 
The Paper Co. 
The Central Paper Co. 
The Capital Paper Co. 
The Tampa Paper Co. 


GEORGIA 

The Whitaker Paper Co. 

The Macon Paper Co. 

The Atlantic Paper Co. 
IDAHO 

Carpenter 


Chicago Bradner Smith Co. 
Dwight Paper Co. 
Parker, Paper Co. 
* 


Birminghom 
Mobile 
Montgomery 


Little Rock 


Los Angeles 
San Franciso 


Denver 


Paper Co. 


Hartford 
New Hoven 


Jacksonville 
Miami 
Orlando 
Tallahassee 
Tampa 


Atlanta 
Macon 
Savannah 


Pocatello Paper Co. 


Decatur 
Peoria 
Quincy 
Rock Island 


Peoria Paper House, Inc. 
rwin 


INDIANA 
The Millcraft Paper Co. 
Indiana Paper Co., Inc. 


Carpenter Paper Co. 
Pratt Paper Co. 
Carpenter Paper Co. 


KANSAS 
Carpenter 
Southwest 


KENTUCKY 
The Rowland Paper 


LOUISIANA 
The 


MAINE 


Fort Wayne 
Indianapolis 
Des Moines 
Sioux City 


Topeka 


Wichita Paper Co. 


Louisville 


New Orleans 


Augusta 


MARYLAND 


Baltimore Garrett-Buchanan Co. 


The Whitaker Co. 


MASSACHUSETTS 
Boston 
The Tozier Co.* 
John Carter & Co., 


Springfield 
Worcester 


Paper Co. 


Co., 
Paper Co., Inc. 


John Carter & Co., Inc. 


John Carter Co., Inc. 


Inc. 


MICHIGAN 


The Whitaker Paper Co. 
Central Michigan Paper Co. 


MINNESOTA 
Duffey Paper Co. 
Inter-City Paper Co. 
Duffey Paper Co. 
Paper Co. 


MISSISSIPPI 


Jackson Paper Co. 
Newell Paper Co. 


Carpenter Paper Co. 
Acme Paper Co. 
Paper Co. 


MONTANA 
Paper Co. 
Carpenter Paper Co. 
Paper Co. 


NEBRASKA 


Paper Co. 
Paper Co. 
Paper Co. 


NEW HAMPSHIRE 
John Carter & Co., Inc. 


NEW JERSEY 


Central Paper Co. 
Central Paper Co. 


NEW MEXICO 
Carpenter 


NEW YORK 


Hudson Valley Paper Co. 
Stephens & Co., Inc. 
Hubbs Howe Co. 
The Millcraft Paper Co. 
Aldine Paper Co., Inc. 
Forest Paper Co., Inc. 
Holyoke Coated Printed 
Paper Co.* 
Paper Sales Corp. 
Pohiman Paper Co., Inc. 
Reinhold-Gould, Inc. 
Royal Paper Corporation 
The Whitaker Paper Co. 
Charles Williams Co.* 
Bulkley, Dunton Paper Co., 
For Export Butler American Paper Co., Inc. 
Champion Paper Corp., $-A- 
Hubbs Howe Co. 


NORTH CAROLINA 


Henley Paper Co. 
The Charlotte Paper Co. 
Paper Co. 


OHIO 


The Millcraft Paper Co. 
The Cincinnati Cordage 
Paper Co. 
The Queen City Paper Co.* 
The Standard Paper Co. 
The Whitaker Paper Co. 
The Millcraft Paper Co. 
Sterling Paper Co. 
The Cincinnati Cordage Paper Co. 
The Millcraft Paper Co. 


Detroit 
Grand Rapids 


Minneapolis 


St. Paul 


Jackson 
Meridian 


Kansas City 
St. Lovis 


Billings 
Great Falls 
Missoula 


Grand Island 
Lincoln 


Concord 


Newark. . 
Trenton 


Paper Co. 


Albany 
Binghamton 
Buffalo 
Jamestown 
New York City 


Rochester 


Asheville 
Charlotte 
Raleigh 


Akron 
Cincinnati 


Cleveland 
Columbus 
Dayton 
Toledo 


FOR FULL INFORMATION HOW THIS ADVERTISEMENT WAS PRODUCED, 


WRITE OUR ADVERTISING 


THE CHAMPION PAPER 


General Office: 
Mills Hamilton, Ohio 


DEPARTMENT, HAMILTON, OHIO 


PAPERS 


Hamilton, Ohio 


Canton, Pasadena, Texas 


Oklahoma City 


Tulsa 


Portland 


Allentown 


(Division of 


Lancaster 


Philadelphia 


Pittsburgh 
Reading 


Providence 


Columbia 


Chattanooga 


Knoxville 


Memphis 
Nashville 


Amarillo 
Austin 
Dallas 

El Paso 
Ft. Worth 
Harlingen 
Houston 
Lubbock 


San Antonio 


Ogd 


Salt Lake City 


Norfolk 
Richmond 


Seattle 
Spokane 
Yokima 


Huntington 


Milwaukee 


Toronto 


WRAP 


FIBRE COM PANY 


AMPION BRANDS 


OKLAHOMA 


Carpenter Paper Co. 
Beene Paper Co. 
Tayloe Paper Co. 


OREGON 


Carter, Rice Co. Oregon 


PENNSYLVANIA 


Kemmerer Paper Co. 
Garrett-Buchanan Co. 
Garrett-Buchanan Co. 
Garrett-Buchanan Co. 
Matthias Paper Corp.* 
Paper Merchants, 
Whiting-Patterson Co., Inc. 
The Whitaker Paper Co. 
Garrett-Buchanan Co. 


RHODE ISLAND 
John Carter & Co., Inc. 


SOUTH CAROLINA 
Epes-Fitrgerald Paper Co. 


TENNESSEE 


Bond-Sanders Paper Co. 
The Cincinnati Cordage 
Paper Co 
Tayloe Paper Co. 
Bond-Sanders Paper Co. 


TEXAS 


Kerr Paper Co. 
Paper Co. 
Paper Co. 
Paper Co. 
Carpenter Paper Co. 

Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 
Carpenter Paper Co. 


UTAH 


Carpenter Paper Co. 
Carpenter Paper Co. 


VIRGINIA 


Epes-Fitzgerald Paper Co. 
Epes-Fitzgerald Paper Co. 


WASHINGTON 


Carter, Rice & Co. 
Spokane Paper Stationery 
Carter, Rice Co. Yakima 


WEST VIRGINIA 


The Cincinnati Cordage 
Paper Co. 


WISCONSIN 
Dwight Brothers Paper Co. 


CANADA 


Blake Paper Limited 
GRADES ONLY 


w 


How Get Finished Art 
Using Transfer Sheets 


This concerns method for prepar- 
ing finished artwork from working 
drawings through the use “trans- 
fer sheet.” 

use double-weight tracing paper 
(vellum) and coat one side with soft- 
grade graphite (any “B” grade). 
this apply wash rubber cement 
solvent (thinner) cloth 
cleansing tissue, which causes the 
graphite blend into solid area 
uniform tone. 

find this “transfer sheet” gives 
solid, less grainy line and 
erases cleanly with less risk 
smudging the surface the paper 
board being used for the finish. 

BERNARD BERG 

Art Supervisor, Sales Promotion 
Dept., Remington Rand Inc., 
New York 


Uses Corrugated Board 
For Watercolor Brushes 


Fine red sable water color brushes 
are delicate items and keep them 
good condition poses problem. 
Here how solved paint brush 
problem. 

After using water colors water 
proof ink, wash the brush with soap 
and luke warm water and rinse 
thoroughly. This keeps the brush soft 
and pointed. For storing, take 
4x20” strip flexible corrugated 
wrapping board and roll up, in- 
serting the brushes between the 
corrugations. Not only will 
method keep your brushes good 
shape, but also will enable you 
readily choose the size brush you 
need. 

Francis 
Production Manager, Dubin and 
Feldman Inc., Pittsburgh 


“The advertising production men chose 
the layout with the most compelling 


YOUR 


for almost every need. They may had 


SERVICE BIN Inc. 


subsia bsidia 
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INC., Advertising Typographers 


180 North Wabash Ave. RAndolph 6-7292 Chicago 


AG 
Fin 
Major League Typography 


That’s the order from more and 
more advertisers every day na- 
tional and local alike. From window 
simple signs complex construc- 
tions—this amazing pressure-sen- 
sitive P.O.P. adhesive does many 
things—and does ’em all well! 


California’s 


thanks 60,000 these vivid 
bumper stripes distributed the 
CALIFORNIA DAIRY INDUS- 
TRY Advisory Board. Created 
BRISACHER, WHEELER 
STAFF, San Francisco advertising 
engineers, the campaign attracted 
much favorable attention from 
church and civic groups, city offi- 
cials, etc., that may soon 
national. Printed big bold easy- 
to-apply KLEEN-STIK, with let- 
ters fire silk-screened Day-Glo 
Orange’’. toast (in milk!) 
TOM TORRISON and the WIL- 
LIAMS PRINTING S.F., for 
the swell production! 


Idea! 


Like good turn, one good display 
idea begets another. That’s how this 
KLEEN-STIK was de- 
veloped KOVNAT and JACK 
LIPSON, Sales Promotion Mgr. and 
Advertising Mgr. respectively 


HELENE CURTIS INDUS- 
TRIES, Chicago. Result —the cute 
and distinctive yellow bottle are 
drug and toiletry outlets—held 
place walls, show-cases, and other 
rominent spots two KLEEN- 
strips. 
tion EXCELLO PRESS, Chi- 
cago. 


give P.O.P. displays that 
selling punch, make yours 
KLEEN-STIK! Your regular printer 
lithographer can give you infor- 
mation and ideas the 
write for our free 
Month” service today! 


KLEEN-STIK PRODUCTS, INC. 


225 North Michigan Avenue Chicago Ill. 
Pioneers pressure sensitives for Advertising and Labeling 
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SEPTEMBER 1955 


1-30 
National September Better Breakfast 
Month sponsored Cereal Institute, 
135 LaSalle St., Chicago 
Old Stove Roundup sponsored 
American Gas Assn., 420 Lexington Ave., 
New York 17, and Gas Appliance Manu- 
facturers Assn., 42nd St., New York 


Child Foot Health Month. 


4-11 
Child Safety Week sponsored 
American Safety League, Main St., 
Plaistow, 


Labor Day 


8-17 
Save-A-Life Week 


Fall Millinery Promotions begins 
sponsored Millinery Promotions Inc., 
1450 Broadway, New York 18. 


12-18 
National Soft Water Week sponsored 
Water Conditioning Research Council 
and National Assn. Soft Water Service 
Operators, 111 Washington St., Chi- 
cago 


14-20 
National Doll Week 


Felt Hat Day 


15-Nov. 
Campfire Girls Membership March 
sponsored Camp Fire Girls Inc., 
48th St., New York 17. 


American Day (Presidential 
Proclamation 


National Chiropractic Day sponsored 
National Chiropractic Assn., National 
Bldg., Webster City, Ia. 


18-24 
National Dog Week sponsored 
National Dog Welfare Guild Inc., 114 
32nd St., New York. 


19-25 
Anthracite Week sponsored An- 
thracite Industry Council, c/o Anthracite 
Information Bureau, 380 Madison Ave., 
New York. 


19-26 
National Home Week sponsored 
National Assn. Home Builders, 1028 
Connecticut Ave., Washington, 


20-Oct. 
Harvest Festival Canned Food Values 
suite 1100, 551 Fifth Ave., New York 17. 


20-27 
Window Week (tentative 


American Indian Day 


International, 520 Michigan Ave., Chi- 
cago 


Gold Star Mothers’ Day (Presidential 
can Gold Star Mothers Inc., 2128 Leroy 
Place, N.W., Washington 


25-Oct. 
National Tie Week sponsored 
Tie Foundation Inc., 432 Fourth 
Ave., New York. 


25-Oct. 
Christian Education Week sponsored 
Adams St., Chicago 


26-30 
National Sweater Week 
sponsored Knitted Outerwear Foun- 
dation the National Knitted Outerwear 
Assn., 386 Fourth Ave., New York 16. 


27-Oct. 


National Recreation Congress, Denver 


29-Oct. 
Home Fashion Time sponsored 
Home Fumishings Industry Committee, 
666 Lake Shore Drive, Chicago, and Home 
Fashions League, 141 44th New 
York 17. 


invites reader participation this 
service. All items intended for inclusion 
this column should addressed to: 
Special Promotions Editor, Advertising 
Requirements, 200 East Illinois St., Chi- 
cago Ill. 


“Business has really boomed since 
started printing back issues maga- 
zines for doctors’ 


“ 
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Christmas trees 


large manufacturer Christmas tree ornaments, with 


sprout eye the sales potential supermarkets, brought its 
problems Gair. 

Our men had create not merely adapt improve 

erm arkets self-service merchandiser that would both protect the 


extremely fragile ornaments, and also stop and sell busy 
Here’s how one product never before supermarket shoppers. The strong cushioning quality 
low-cost Gair corrugated prevents breakage that would 


sold successfully supermarkets won occur ordinary counter stocking. Tested last year over 


place these high volume outlets, 500 eastern stores, Gair’s design and printing boosted total 
sales estimated 10%. 
thanks new display Gair. Solving the hundred and one special construction, design 


and printing problems posed any new display stand 
job for experts. That’s exactly what we’ve got Gair; why 
not call your nearest Gair container plant and put them 
work for your company. 


GAIR 


SHIPPING CONTAINERS 
FOLDING CARTONS 


PAPERBOARD 


ROBERT GAIR COMPANY, INC. 
155 EAST 44TH ST. 
NEW YORK 17, 


LIVING NEXT DOOR THE EXPERT 


GAIR CONTAINER PLANTS: Atlanta, Ga. Cambridge, Mass. Cleveland, Ohio Holyoke, Mass. Los Angeles, Cal. Martinsville, 
Va. No. Tonawanda, Philadelphia, Pa. Plymouth, Mich. Portland, Conn. Richmond, Va. Syracuse, Teterboro, 
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CATALOGS 


Price List Revisions 

David McKinney Co. J.) developed effective 
method for making last-minute price changes and additions 
catalog without the need for major revisions. special eight-page 
insert was prepared with outside cover surfaced with pres- 
sure-sensitive adhesive. make part the full-line catalog, 
all that necessary peel off the outside covering the 
insert cover. The adhesive makes the supplement adhere the 
inside the front cover and page one the text. This method not 
only provides insert, but deletes the out-dated price 
list which appears the pages covered up. 


- 


DIRECT MAIL 


Coins Gimmicks 


There probably attention-getter like coin—the bigger, the 
better, course. Everything from pennies dollars has been 
used effectively attention-getter direct mail pieces, book- 
lets, etc. The key successful use generally how effectively 
the coin tied-in with the theme the piece. Welex Jet Services 
Inc. recently used dime good advantage clever folder 
announcing the company’s 10th anniversary. The dime was set 
die cut hole the front cover, beneath the heading: 
coffee with our 10th Copy inside the folder 
listed the development record. 


PRINTED MATERIAL 
Revisions for Foreign Markets 


Revising quality printed material for extended use foreign mar- 
kets frequently presents problems especially when color 
covers full-page illustrations need foreign language 
Barber-Colman Co. solved such problem with 
users list for its warp drawing page illustration 
showed full-color pictures cloth swatches, with reverse title 
panel part the illustration. reprinting for foreign use, the 
original English reverse panel was wiped off and the page was 
printed with that area blank. With second press run for the 
black only, foreign language panels were added. 


CATALOGS 


Reuse Expensive Art 


Wellco Shoe Corp. thought shame let all the costly art- 
work and halftone offset negatives used its catalog 
Therefore, planning its next catalog, Wellco laid out 
each two-page spread that, with minor changes, the spreads 
could converted window streamers for dealers. Technical 
descriptions used the catalog were replaced display head- 
ings—actually lifted from old artwork further cut costs—and, 
with the addition product logos, whole series up-to-date 


window streamers were ready effective job dealers’ 
windows. 


PRINTED MATERIAL 
Comic Book Technique 
While comic books advertising tools are nothing new, there are 
many adaptations the medium other forms promotion. 
typical application brochure issued Pavelle Color Inc. 
The inside spread effective promotion for color photography, 
with all key sales points told full-color comic strip form. Also 
included the brochure comic-strip-like panel describing 
Quality Control Comic strip art can 


obtained relatively low cost and lends itself fast reading 
with high retention. 


PRESENTATIONS 
Miniature Reproductions 


Flip chart presentations can become costly project—and fre- 
quently have limited use. One way make the original invest- 
ment pay off prepare miniatures the regular charts. 
Pyramid Electric Co. Bergen, for example, has issued 
pocket-size reproductions its regular charts originally 
developed for sales meetings. The miniatures are used repre- 
sentatives, jobbers and jobber counter men. Other firms have 
prepared booklets reproducing material flip charts that 
complete record presentation can left with the people 
whom the presentation made. 


EXHIBITS 


Year-Around Use 


Probably the most expensive advertising medium the basis 
cost per hour the trade show exhibit. One way get 
added mileage out expensive exhibits keep them out the 
packing cases when they enroute trade show. Many 
advertisers have made effective use their exhibits setting 
them reception rooms, lobbies, distributors showrooms, etc. 
during their “off addition, there are frequently 
show windows which yearn for quality displays—banks and other 
service institutions are good examples. Since such uses involve 
little wear and tear, exhibits are still for the next show. 


DISPLAYS 
Monthly Supplements 


Getting full life out display frequently almost impossible. 
Displays grow those who see them every day, even 
though they actually look new the day they were set up. 
Many advertisers have assured continuing display for their pieces 
providing monthly supplements. Koret California, for ex- 
ample, provided simulated photos new fashions supplement 
three dimensional display for ready-to-wear stores. Other adver- 
tisers have designed displays with removable elements which can 
changed each time salesman makes the rounds. most 


cases, essential have someone other than the retailer make 
the changes. 
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Main Office: 


Water Colors 
Bulletin Colors 


OURCE for the most wanted 


+ 


ADVER-TIES, T-SHIRTS, 
CLOTH TABLECLOTHS 
Custom Printed Colors 
YOUR product, sales message 


slogan attractively 
imprinted detail. 


Custom de- 
signed cloth 
tablecloths and 
napkins—for gifts, for promoting 
your product restaurants, tav- 


erns, etc. Wonderful for rathskel- 
7 


ler use and informal luncheons. 


... 
NEW Kentucky Colo- 
nel Ties, for centen- 
nial celebrations. 


FOR PROMOTIONS 
PREMIUMS SALES- 


VICTORIA 
512 Lucas, St. Louis 


PLAST 


LETTERPRESS SILK SCREEN 
HOT STAMPING 
Superior printing rigid 
material ... from one four 
color process perfect regis- 
tration. For displays, calender 
cards, calculators, The 
quality Printloid’s plastic 
printing rivals that fine 
printing paper. 
COMPLETE DISPLAYS 
SPECIFICATION 
Facilities for all plastic fabri- 
cation, including precision die 
cutting, vacuum forming, 
laminating and machining. 


EXCLUSIVELY FOR THE TRADE 


ONLY 
St. 
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Salesense Advertising, James 


Woolf, 400 pages, Advertising 
Publications Inc. (Chicago), $5.95... 
Articles Mr. Woolf which have 
appeared Advertising Age now 
have been published book form. 
Although the author describes the 
book collection more less 
unrelated essays,” each concerned 
with specific subject, viewed 
Mr. Woolf the light his more 
than years’ experience the ad- 
vertising profession. The 381 chap- 
ters deal principally with the crea- 
tive aspects advertising, including 
planning, marketing, merchandising, 
research, art, media all their forms, 
publicity, public relations, agency 
functions and attention copy. The 
volume should prove invaluable 
reference work for all persons con- 
cerned with the various phases 
advertising. 


Bacon’s Publicity Checker, 256 
pages, Bacon Co. (Chicago), 
$15 This spiral-bound handbook, 
designed aid persons who place 
publicity notices, lists eight princi- 
ples which affect the handling and 
placement editorial publicity. 
Other information includes the rela- 
tion advertising and publicity, and 
descriptions the market groups 
classified the handbook. Each 
3,058 publication listings shows the 
address, editor, issuance dates, cir- 
culation, publisher and types pub- 
licity used. Space allowed for 
keeping records what publications 
were sent releases and which used 
the material, eliminating the neces- 
sity separate card files and records. 


Arithmetic for Printers, Wood- 
ard Auble, 188 pages, Chas. Ben- 
nett Co. Inc. (Peoria, Ill.), 
Beginning with simple discussions 
Roman and Arabic numeral systems, 
well reviews fractions and 
percentages, this book introduces the 
point system, compound numbers and 
point measurements which form the 
unique arithmetic the printing in- 
dustry. Other discuss: 
spacing; estimating jobs terms 
composition, type metal and work 
time; use micrometer caliper; 
copyfitting for layout; ratio and 
proportion; paper, including weight, 
size, cutting, spoilage and costs; esti- 
mating the quantity ink for job; 
planning harmonious job; and 


measuring printer’s time. Mr. Au- 
ble’s book should prove helpful 
admen who would like more knowl- 
edge printing measures and costs. 
Such readers will find diagrams and 
illustrative problems make the book 
easily usable for individual study. 


Encyclopedia Type Faces, 
Turner and Johnson, 336 pages, 
Pitman Publishing Corp. (New 
York), $10 The authors have 
undertaken the immense task 
compiling one volume compre- 
hensive register typefaces con- 
temporary use. The types have been 
drawn from the whole range 
Roman alphabets and have been 
classified sections which are rep- 
resentative every main family. 
The characteristics hundreds 
faces are described and accompanied 
specimens. Advertising men will 
find this comparatively small com- 
pass record type designs well 
catalog variations and nu- 
ances related faces. 


1954-55 American Home Maga- 
zine Market Book, 108 pages, Amer- 
ican Home Magazine (New York), 
This book, the latest 
series that started 1937, furnishes 
authoritative marketing analysis 
the top 162 urban and suburban 
metropolitan markets, including 
complete figures for each market 
and the individual counties food 
store sales, drug store sales, furni- 
ture, household and radio store sales, 
general merchandise store sales, to- 
tal retail sales, lumber yards, build- 
ing materials and hardware store 
sales, net effective buying income 
and total households each market. 
Data given for both dollar volume 
and percentage the total 
all cases. 


Automatic Selling, Schreib- 
er, 196 pages, John Wiley Sons 
Inc. (New York), Advertising 
men, particularly those concerned 
with display and point-of-purchase 
promotion, will want study this 
evaluation the automatic selling 
industry, its problems, its potential 
and its impact nation’s buying 
habits. Among the basic questions 
explored Mr. Schreiber, editor 
Vend magazine, are: the size the 
vending market; its organization; its 
potential for growth; the prospects 
offers; what automatic selling can 
for the retailer and the manufac- 
turer; the cost automatic selling; 
how products reach consumers 
through the vending market; suc- 
cessful vending product; ma- 
chines replacing sales persons; the 
future the “all-purpose” mer- 
chandiser—the outdoor vending 
station. 
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can deny 
that decade brings changes. Among 
PM’s the know, the worthwhile changes 
INTERNATIONAL COLOR GRAVURE within ten years 
secret...1945 was the year INTERNATIONAL started 
gravure service house specializing preparing 
color positives for advertising agencies. SUPERTONE 
was also organized, then, subsidiary 
render service monotone gravure. 


began with determination operate 
with set standards unmatched the industry 
that remain unchanged. 


What has changed our list customers. 
1945 was not too long—but now reads like 
the Blue Book the nation’s advertising agencies. 


the many PM’s who helped lengthen 

the list—a very low bow...and sincere promise 
continue giving the accuracy and reliability 
needed rotogravure reproduction. 


ROTOGRAVURE ENGRAVERS 
SPECIALIZING COLOR 


West 60th St. 
NEW YORK 23, N.Y. 
Phone: 5-8750 


LOS ANGELES Sales Office: 122 Glendale Blvd., Phone: MAdison 


MATERIAL FOR MONOTONE 
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You can tell book its cover the cover has quality look, 
and reflects your organization! 

you are putting important money into catalog, sales man- 
ual, portfolio other promotional book, National Blank Book’s 
new Catalog Cover Selector helps you get the you need 
early stage. visualizes the job shows complete assort- 
ment binding materials, color stampings and index tabs. Your 
National stationery dealer will happy show you the new 
Catalog Cover Selector. WRITE TODAY FOR NAME 
YOUR NEAREST NATIONAL DEALER. 


NATIONAL 


National Blank Book Company 
WATER ST., HOLYOKE, MASSACHUSETTS 


Please send further information about the National Catalog Cover Selector 
and name dealer nearest me. 


You Can 
Pre-select Your Catalog Cover 
this New Amazing Way! 


CATALOG COVER 
SELECTOR LETS YOU CHOOSE FROM: 


rich binding materials 
All stock mechanisms and binder styles 


colored stampings acetate sheets 
place over various bindings check 
different effects 


cover panels that show different types 
stampings 
Straight stamping, colors 
Embossed and stamped 
Screened smooth materials 
Embossed and screened smooth 
grained materials 
printed insertable printed- 
celluloid-leather and copper holed rein- 
forced. 


—— 

4 

| 


Leo Solomon 
Photographic Consultant 
Washington, 


Advertisers have long recognized 
the great value visual presenta- 
tion. They spend great deal time, 
money and effort getting the best 
pictures and presenting them effec- 
tively. Yet when pictures, and more 
particularly news photographs, are 
employed publicity vehicle, the 
self-same advertisers will skimp 
thought, time and expense. Too of- 
ten, judge results, they seem 
think that publicity pictures like 
Topsy “just grow” and that anything 
goes. 

The general complaint editors 
about poor publicity pictures but 
one symptom that something lack- 
ing the “any picture will do” ap- 
proach. The number publicity 


PHOTOGRAPHIC CON- 
SULTANT GIVES SOME 
POINTERS HOW GET 
THE BEST POSSIBLE MILE- 
AGE OUT YOUR PUB- 
LICITY PHOTOGRAPHS 


pictures that get used much too 
low compared the vast quantities 
distributed. Even many those that 
get into print lack the effectiveness 
that well thought out planning and 
production could achieve. 


The business press editors who re- 
sponded publicity releases 
(“Do’s Don’ts For Better Press 
Releases,” Sept., 1954 
some very practical do’s and don’ts 
for pictorial offerings. Pictures were 
discussed briefly part pub- 
licity releases. Sometimes they are 
only that, but ever greater ex- 
tent pictures are the major portion 
the entire publicity offering. 


without releases other text ex- 
cept cutlines, flow uninterruptedly 
over editors’ desks and into waste- 
baskets. Drawing upon own ex- 


perience editor and consultant, 
cannot recall that more than one 
hundred such photos was used 
either for direct publication for 
press association distribution. They 
came mail and went into the 
waste basket. They were brought 
person publicity planters and 
usually went right back with them. 

That’s mighty poor batting av- 
erage. there had been proper plan- 
ning the outset, many the sub- 
jects would not have been photo- 
graphed and the others would not 
have been submitted particu- 
lar spot. 

would help, the very start, 
the publicist would consider whether 
pictures—photos, graphs, drawings, 
charts—will further his cause sell 
his product. After that, the subject 
matter should studied carefully 
decide what pictures should 


3 
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Picture Story These pictures are typical series shots 
prepared picture story the dining car service the 
New York Central. wasn’t just matter photographer 
going out location and shooting everything interesting 


sight. Instead, script’’ was prepared make sure 
that the best possible pictures—ones with the greatest place- 
ment potential—were taken. The series was aimed Sunday 
newspapers and roto sections the NYC’s area service. 


made and where they will sub- 
mitted. They together. Often the 
type publication sought will in- 
fluence the subjects selected for pic- 
turing. Pictures for magazines may 
quite different from those for 
press associations and newspapers, 
and both may vary greatly from 
shots aimed class and business 
publications. Just getting any old 
pictures and distributing them 
poor and costly way seek pub- 
licity. 

rather than discuss gen- 
eralities, would better trace 
the development set publi- 
city pictures. Some years ago, the 
New York Central System did 
publicity picture story dining car 
operations. 

After was decided that pictures 
should aimed Sunday news- 
paper roto and magazine sections, 
the dining car service the railroad 
was consulted. They were asked how 
dining car staffs were trained, how 
menus were selected, food purchased 
and stored, prepared the commis- 
saries and the dining cars, how 
stewards drew supplies etc. 

Next outline (shooting script) 
was prepared and discussed with the 
dining car service. They cooperated 
arranging schedule for pictures. 
The photographer followed through, 
making pictures the chief the 
department and his aides con- 
ference select menus months 
ahead, the school car used for 
training chefs and waiters, the 


commissary and dining car 
actual service. The pictures salad 
preparation and baking individual 
cherry pies were made the Com- 
modore Vanderbilt moved from the 
Mott Haven yards New York’s 
Grand Central Terminal before 
starting the overnight run Chi- 
cago. 

After the film 
prints were made for editorial se- 
lection and cropping. Then the cap- 
tions were written. 

Press association style was fol- 
lowed with fairly long complete 
general caption describing dining 
car operation and short cutlines for 
the individual photographs. Already 
restricted the plan submit only 
rotos and Sunday magazines, New 
York Central policy imposed fur- 
ther limitation. Distribution was con- 
centrated newspapers cities 
served the railroad. Picture sets 
were submitted excluisve basis 
one newspaper city. The ac- 
ceptance rate was high. 


the subject publicity 
household gadget, the procedure 
generally the same. Distribution 
will vary with the type picture 
and whether the effort place 
single shot series photo- 
graphs. 

Distribution wide area can 
obtained through the press photo 
services. That isn’t easy. Require- 
ments are high. And once press 
service accepts photograph, the 


publicist loses all control cropping 
and caption content. Their editors 
can and often eliminate the point 
the credit that the heart the 
publicity effort. the other hand 
not only they provide wide dis- 
tribution expense the pub- 
licity seeker, but the picture has the 
additional great advantage reach- 
ing editors’ desks news copy, not 
publicity handout. 

general,.press associations are 
chary accepting product pictures 
for general news photo distribution. 
Spot feature news interest and 
pictorial quality will the control- 
ling factors governing acceptance 
rejection. However, the news and 
picture gathering services have 
feature departments affiliates that 
can use pictures home building, 
fashions, cosmetics, women’s inter- 
ests, hobbies and long list simi- 
lar subjects that don’t meet spot 
news requirements. 


>The business paper editors who 
responded indicated wide 
preference for 8x10” glossy prints. 
That would apply generally news- 
papers and press associations, though 
the picture services adopted the 7x9” 
size about years ago. 

often pays use larger than 
usual sized prints. The picture serv- 
ices have found and some- 
times even larger, means in- 
creasing the impact striking 
photograph. Editors may quickly 
8x10” glossies, but over-size print 


} 
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will bring them short. Size alone 
sell picture editor, but 
can help great deal. 

Large size prints were used very 
successfully with publicity pictures 
released airplane company di- 
rectly newspapers across the 
every batch photographs show- 
ing the latest mass parachute drops 
men and equipment, two pictures 


tical, the other shot. 
Naturally the best photos were se- 
lected for those blowups. The larger 
size display achieved roto and 
Sunday magazine reproduction 
proved was sound investment 
spend little more money for the 
big prints. 


false economy cut corners 
save expense making photo 
prints. better spend the money 
the budget fewer larger prints 
that have good chance being 
published, even though the same ex- 
penditure might procure double 
triple the number small sizes. The 
editors queried warned, and rightly 
so, against obvious retouching 
photographs. 

the warning about retouching 
should added one against copy 
prints. almost always preferable 
make glossy prints from the pho- 
tographer’s original negative. Copy 
prints made automatic semi- 
automatic printers are much cheaper. 
And the cheapness usually shows 
lack snap and reproduction 
quality that editors are quick de- 
tect. 

Copy prints may put least two 
strikes publicity offering. 
poor copy print may rejected, 
when good original print the 
same picture would used. Sec- 
ondly, too often when such prints 
are used the reproduction reflects 


Ideal Shot Author Solomon de- 
scribes this photograph almost 
perfect The photo was used 
propaganda during World 
War The hands and the match about 
struck focus attention the Four 
Freedoms message. Since everything 
the photograph, cutlines are unneces- 


were blown 11x14”, one ver- 


the poor copy from which made, 
resulting loss reader interest 
the picture and the subject de- 
picts. Many clippings may look good 
report but unless publicity pic- 
tures get reader attention, the cli- 
ent’s money has not been well spent. 
Along these lines pays offer 
original negatives when submitting 
picture services they can get 
top quality prints distribute the 
publications they serve. 


and cutlines are integral 
parts publicity pictures. They 
should not written typed 
the backs prints. Editors prefer 
captions pasted edge the 
picture, they may torn off for 
editorial use while the print itself 
being processed art and en- 
graving departments. The formats 
used major agencies such 
Newsphotos, Newspictures, In- 
ternational News Photos and Metro 
are good samples follow. 

for content, captions shouldn’t 
fluffed with words that can 
spared loaded down with prod- 
uct and firm credits. the other 
hand, important information should 
not omitted. lengthy caption 
with all the information better 
than brief one with important data 
lacking. Brevity like other virtues 
can carried extremes. all the 
information cannot included 
sheet short enough paste the 
bottom picture the caption 
should broken up. brief cutline 
can attached the print, while 
long caption fact sheet should 
enclosed furnish all the infor- 
mation editor may want. One 
more warning captions, anything 
that quite evident any one look- 
ing the picture should not in- 
cluded. But this doesn’t apply per- 
sons—even well known people should 
identified. the listing left 
right around table, the caption 
should say so. Editors won’t guess. 

The better the print copy and ac- 
companying text the higher will 
the acceptance batting average. Cap- 
tions should written they can 
used “as is” without change ex- 
cept meet space requirements. 
That implies restraint and modera- 
tion caption credits. self-de- 
feating load caption with credits 
the hope that editor will miss 
one and let slip into print. 
more likely discard the whole 
thing. 


Though most this discussion has 
been concerned with glossy prints, 
they are means the only form 
for submitting picture copy. Prob- 
ably more mats editors. Mats 
have many advantages and also quite 
medium. 


operation resulted newsy feature 
picture, due the imagination applied 
photographer and writer. The caption 
with the photo read: girls from 
Mars are these ‘top women’ the blast 
furnace department Steel’s Gary, 
Ind., Works. Their job clean 
regular intervals around the tops Gary 
Works’ blast furnaces. safety 
precaution, the girls wear oxygen masks 
while they are doing the clean-up 


Small publications without en- 
graving facilities limited budget 
for the purchase cuts will accept 
publicity pictures mat form. Many 
daily and weekly newspapers sub- 
scribe newspicture mat services. 
Mats can and often include type. 
For publicity purposes inclusion 
type for the caption text recom- 
mended. Any editor who likes the 
picture but prefers rewrite and 
set his own caption can snip off that 
part the mat. For the others 
time and money saving have 
both picture and caption the one 
mat. 


Through the use devices like 
the Fairchild Scan-A-Graver many 
small publications can now afford 
make their own cuts. That has wid- 
ened the newspaper field for prints, 
without materially affecting the ac- 
ceptance mats. Newspaper and pe- 
riodical directories usually list pub- 
lications that use mats and the 
case newspapers, those that ope- 
rate their own photoengraving 
plants. However, ownership lack 
ownership its own photoen- 
graving plant not 
guide publications requiring 
mats rather than glossy prints. And 
well remember that rotogra- 
vure and offset not use mats 
all, and the newpaper 60-screen en- 
graving very unsatisfactory for use 
coated paper. 

Within the allotted space some 
markers the road better pic- 
torial publicity have been set up. 
That’s all they can be. general 
set instructions can apply all 
publicity situations. 


ha 


Sex 


Editor Covers Show and Comes Away 
With Eyeful and Some Observations 


pretty girls help sell products? 
Although the question has been 
kicked around for years and years, 
any man’s answer still appears 
good any other man’s. recent 
look this fascinating subject was 
given Robert Leinert, Asso- 
ciate Editor, Automotive News, 
the 42nd Detroit Auto Show. Mr. 
Leinert’s observations were printed 
the February Automotive News 
and has kindly given permis- 
sion reprint his remarks. Mr. 
Leinert’s article follows. 


>It can now revealed that lot 
was revealed the 42nd Detroit 
Auto Show. 

put bluntly, sex reared its 
head. 

Deep cleavage developed the 
show between exhibitors who made 
use pretty girls and those who did 
not. Exhibitors, whether pro-girl 
anti-girl, were vehement argu- 
ments for their particular policy. 

Salesmen, visitors and the models 
themselves had their own definite 
ideas. 


Models were used all Ford Mo- 
tor Co. and Chrysler Corp. divisions 
and Hudson and Packard. They 
were avoided all General Motors 
divisions, Nash, Studebaker and 
Kaiser Willys. Approximately 
models were used the pro-girl 
exhibitors. 

Said vocal opponent mixing 
feminine beauty with new-car beau- 
ty: “Wives resent it. And let’s not 
kid ourselves, women decide the sale. 
We’re here the show make 


impression—of the right kind—on 
new-car prospects. You can’t that 
with models.” 

Said member the pro-model 
group: “These are nice kids. No- 
body has apologize ashamed 
them. Nothing sets off real 
knockout new car like pretty 
girl.” 


Another factory man with girl- 
studded display said: “Nobody his 
right mind objects pretty girl.” 

But opponent said: like 
pretty girl just much the next 
guy. Trouble is, this has gone beyond 
the pretty-girl stage.” turned to- 
ward exhibit (it really was) 
across the aisle and said: “Look 
the dress she’s wearing.” 

was obvious what meant. 

“The worst thing,” said another 
anti-girl spokesman, “is when girls 
are used give the pitch. you 
thing 19-year-old honey white 
evening gown really knows what 
she’s talking about—or convinces the 
she prattles torque 
and piston displacement?” 


>What the salesmen think? 
graying veteran the new-car sales 
wars, who claimed had been sell- 
ing new cars and working auto shows 
since 1910, said: “I’m not too old 
sell cars enjoy having pretty 
girls help me. And believe me, they 
help.” 

“Men aren’t the only ones get 
eyeful,” said another salesman. 
“Our girls change gowns four times 
day. You should see the women 
the crowd look them over.” 


That exactly what’s wrong with 
using models, according the man- 
ager no-girl exhibit. said: 
“We feel our cars stand their own 
merit. Why create distraction?” 

One lean, tall visitor eyed several 
the girls and observed, “They look 
like the with automatic trans- 
missions.” 

“What you mean?” was 
asked. 

“Shiftless muttered, 
and moved on. 


>What the “shiftless beauties” 
themselves say? carefully culti- 
vated voice, one murmured, “We 
certainly don’t the product any 
harm.” 

Said another: don’t see how any- 
one can resent clean, high-type 
girl.” 

The models’ main complaint 
having put with wise-guys 
the crowd. 

“If hear ‘Do you come with the 
car?’ one more time, scream,” 
said one. hear it—and the other 
girls hear it—100 times day, and 
every jerk thinks he’s being original.” 

The beauties also are unhappy 
about their pay, the food and dress- 
ing facilities. 


the models the show 
put hours daily staggered 
shifts. For this they draw approxi- 
mately $25. They believe they should 
paid more look fetching 
wispy gowns while braving wintry 
blasts that swept through the State 
Fairgrounds buildings. 

They also object dining hot- 
dog counters for nine days and stor- 
ing and changing gowns cramped, 
dingy quarters. 

Why they take the job? Said 
blonde, wearing $160 black frock, 
“It’s steady work.” 

Said the visiting old-timer, after 
touring the exhibits: “If this keeps 
up, they’re going make complete 
bust out this show.” 
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Publicity 
Program 


Milton Riback 
Public Relations Counselor 


New York 


The advertiser limited 
ads trade papers entitled 
expect comparative results for his 
advertising dollar par with the 
national advertiser whose budget 
permits double truck color ads 
national magazines with net- 
work show two. Agencies are 
aware this, and treat the account 
accordingly. 

But publicity all too often presents 
another picture. Somehow, both 
client and agency lose their sense 
proportion and discuss results 
far out line with either the budget 
the product involved. Small man- 
ufacturers, with new products 
lines, invariably advise the publicist 
that would nice get short 
four-page article Digestable Read- 
er, perhaps two-page picture 
spread (not necessarily the cover, 
too) Like. And publicists fall into 
the pit plans and campaigns far 
beyond the needs the 
and beyond his means. 

working with companies 
what might called low-budget 
level, attempt and use many 
short cuts save the account money 
and yet strive for maximum re- 
sults story placements, press 
appearances. Falling short the 
ideal method specially prepared 
stories and pictures for various cate- 
gories publications, still far 
from buckshot method. Rather, 


The Low-Budget 


Effective publicity programs 
don’t necessarily require king-size 
budgets. This case history shows 
how one company got its product 
into print despite small 
publicity budget. 


Double-Duty Publicity 
helped Tork get added placement. not only shows the com- 


This photo with special angle 


timers, but served photographic reminder make 
the change from standard daylight saving time. 


sniping conserve ammunition— 
three four carefully placed guns 
the hands guerrillas instead 
the varieties arms, cannon, and 
mortars. Certainly, involves none 
the A-bombs used the big boys 
introducing new car, other 
publicity that level. 


>To blueprint method and device 
good product publicity budget 
costs let’s switch case history 
Tork Clock Co. Inc. (Mount Vernon, 
Y.) manufactures time switches 
exclusively. First, for the uninitiated, 
time switch clock device 
turn electrical devices and apparatus 
and off automatically, pre-set 
times, every day. Perhaps the most 
commonly known usage the con- 
permitting their being left for 
hours after the store has closed. An- 
other common application the 
automatic defroster your kitchen 
refrigerator. 

The problem presented was 
the introduction Tork port- 
able plug-in time switch for con- 
sumer use. Shortly before World War 
II, Tork had placed similar unit 
the market with very poor results. 
1952, Cyril White, president 
the company, felt that was time 
try again. The public, with the post- 
war wealth electrical equipment 


its homes, should now ready 
accept and use his vastly improved 
switch unit with 1,650-volt 
capacity that could plugged for 
use wherever there was out- 
let. 

The compact sturdy metal-cased 
unit housed the 24-hour dial, 
which trippers were set turn the 
switch and off. Called the “919,” 
this unit would also accept three sets 
tripper arms that there could 
three distinct on-off operations 
each day, desired. 


>Our immediate plan action 
called for introducing the 919 the 
public and the trade, broad 
and extensive scale possible 
the lowest cost possible. Step No. 
was the making publicity photo- 
graphs. Remembering the tale the 
Texas photographer assigned 
only one shot; said, “There’s only 
one wreck” made one product 
picture. 

Time switches don’t anything 
very visual. So, close-up was made 
the 919, hanging wall 
though use, but with the cover 
open. Our close-up told, with one 
look, the story the 24-hour dial 
and the movable tripper arms. fin- 
ger the switch highlighted the 
manual on-off control that’s there 
desired. The low angle permitted 


Ps 


One 
the Tork timer was used for all new 
product releases. was purposely kept 
simple for maximum use, but told the 
complete story one glance. 


single close-up picture 


good view the rubber for 
use one didn’t desire hang the 
919 walls, illustrated. 

culled our list publications. 
Electrical trade and dealer maga- 
zines were, course, must, well 
small number allied gen- 
eral business publications. National 
consumer magazines with new prod- 
uct sections were used the shelter 
books, women’s service magazines, 
the men’s groups and weekly 
newspaper supplements, well 
the new product columns the ma- 
jor news syndicates. Altogether, ‘less 
than 200 editors were our first 
trial list. 


was used. sniped, pin-pointed. 
Our lead introduced the 919 the 
modern counterpart Aladdin’s 
lamp would perform 1,001 
tasks your home while you were 
many miles away. Since our story 
was timed “break” the late 
spring early summer (1953) 
used example service the 
control window air conditioners. 
(In 1954, Tork introduced new unit 
expressly for control room air 
conditioners that would permit oper- 
ation any all designated days 
the week.) emphasized the 
feature having the 919 turn condi- 
tioners before one arrived the 
turn the conditioner off home 
after bedtime insure comfort- 
able sleep during the hotter portions 
the night. 

was simple step, after detail- 
ing the “how” the 919’s use, 
point out that could also control 
turn radio the morning and 
“wake you music.” And, plug- 
ging the electric coffee maker, 
would prepare breakfast after 
awakened you. 

Naturally, could control lamps 
too and hit the theme 
“home protection.” The 919 was also 


“sold” the device protect your 
home from burglars and prowlers. 
When away for weekend va- 
cation turn few house lights 
and radio give your home that 
tors and their readers liked what 
said. 


good picture and one good 
story carefully selected group 
publications resulted remark- 
ably high number acceptances. 
And these press appearances served 
the purpose introduce Tork’s port- 
able plug-in switch nationally. The 
company, whose only previous pub- 
licity experiences had been limited 
new product stories trade pa- 
from dealers and from consumers. 
Close the heels the national 
magazine stories, began con- 
tact women’s editors newspapers 
125 major cities. The same story, 
the same picture and the same 
careful selection editors. tried 
confine ourselves editors, 
columns, that our records showed 
would most receptive. was ac- 
tually case making every nickel 
production costs count for dime. 
With local newspapers, was the 
same success story placements. 
Local dealers capitalized news- 
paper credits and increased sales. 


switched our switch 
story. handpicked another 200 
periodicals representing about 
different industries that could use 
time switches. This time our lead 
was, “Here’s product, developed 
for the home, that can serve indus- 
try.” Example for the pre-heat- 


ing tools, welding soldering 
equipment, glue lead pots. turn 
power for this purpose that 
when employes reported for work 
tools and materials were ready 
for use. And, added the thought 
safety and economy longer 
need one rely employes remem- 
bering turn power off the 
Tork would it. 

Again, used the same picture. 
From our story, editors picked the 
highlights offered for their par- 
ticular industry. Stories appeared 
under such headings “Efficient 
Switch Developed For Shoe Indus- 
try” “Pre-heat Switch Eliminates 
Waste The many press ap- 
pearances this story achieved con- 
tinued keep our client’s mail room 
busy with inquiries. But not only 
“sold” the 919. served open new 
markets for Tork’s standard line 
industrial time switches the 
heavy duty models for permanent 
installation. 

Another point, mentioned the 
account, was that readers these 
trade publications were 
vidual consumers. Since our story 
line was that the 919 was originally 
for home use many readers, al- 
ready familiar with industrial units, 
new considered Tork for home use. 


then began get little free 
with our mimeograph machine. The 
first story was run again, and mail- 
ings were made what might 
considered secondary consumer pub- 
lications. With socko results under 
our belts, could afford lit- 
tle less choosy but still mindful 
the over-all budget. continued 
find good receptive press such 
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Spot Publicity Demonstrations arranged television shows were simple when 


special gears were installed Tork timers allow the usual 24-hour cycle 


completed one six minutes. 
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outlets women’s pages farm 
publications and the home and gad- 
get columns house 
type publication often overlooked 
publicists. 

Our work the 919 was 
means confined these two stories. 
the fall 1953, when felt the 
public familiar with the prod- 
uct result press appearances, 
dipped our toes into local tele- 
vision waters. Demonstrations were 
arranged such shows “The 
Home Reporter,” “Bright Ideas” 
(Gene Rayburn, NBT) and the “Er- 
nie Kovacs Show” (CBS-TV). 

For these shows, clocks with spe- 
cial gear trains were used. Since the 
dial actually takes hours re- 
volve, changed the gear that, 
for tv, complete revolution could 
made either one minute six 
minutes. Both types were used, for 
specific programs. Visual demonstra- 
tions the Tork turning lamps, fans, 
electric toys, and household appli- 
ances and off served give view- 
ers the story how this product 
could serve. Photos made “on cam- 
era” were serviced dealer publi- 
cations part sales story. 


>Another example side-roads 
was United Press story gim- 
mick use the 919. The straight 
product story had appeared UP’s 
new product column the early 
part 1953. This appeared, most 
papers, short blurb. But 
staffers were intrigued with the de- 
vice. January, 1954, 500-word 
story treating the 919 new in- 
vention turn off kiddie’s 
bedtime” went out the syndicate 
wires. Newspapers nationally fea- 
tured the story the 919 would 
prevent parent-child arguments 
about staying see one more 
show also carried additional 
information about Tork products, 
describing how the switches were 
used for poultry house lighting (to 
egg hens greater production) 
and the protective home-lighting 
feature the unit. 

But what publicist could forget 
cheesecake. felt ready for 
straight “new product” promotion 
this product. preparing publicity 
for Tork’s Air Conditioner Timer, 
set simulating bedroom was used. 
The curvacious nightgowned model 
was setting the unit turn her room 
conditioner the morning. How 
simple substitute 919 her hand 
and just close-up the gal. 
Picture editors may not have noticed 
the product, but the photo appeared 
over story warning industry that 
Tork time switches must corrected 
when going from Standard Day- 
light Savings time. 


Advertising Men 
With Sales-Making Ideas 


(Tip—you can get the ideas from the makers 


Self-Adhesive Papers) 


have file for you containing which stick tight any smooth 
“Creative Uses for clean surface. These successful 
valuable collection bulletins ideas range from specialized point- 
showing many profitable adver- of-sale product feature labels 
tising and display applications for attention-getting mailing pieces. 
remarkable FASSON self-adhesive doubt you can put some 
papers which are easy apply them work immediately for 
without moisture, heat glue and your clients your company. 


After you have your file “Creative Uses for FASSON” we'll 
keep sending you more “creative bulletins” find useful. 


Mail the coupon today. Nothing lose, much gain! 


AVERY Paper Company 


260 Chester Street, Painesville, Ohio 


Please rush “Creative Uses for FASSON” 


Company 


Street 


for more details circle 753, page 119 


Pick Bonus 


Here’s package deal that’s fit tied and wrapped for economy. 
Combine your insertions any two—or three—of these publications. 


Advertising Requirements 
Industrial Marketing 
Advertising Age 

issued Advertising Publications, Inc. 


combining your total number insertions 
you earn the best frequency discount for each, 
and the minimum rate-holder regulations apply 
for maximum economy. 
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ATTRACTIVE COLORS 


AND WHITE 


GOLDENROD 
GRAY 

BLUE 
MANDARIN 
RED 

YELLOW 
INDIA 

TAN 

GREEN 


INDEX BRISTOL 


Identical twins their base paper and range colors—yet strik- 
ingly different their finishes, Sorg’s Leather Embossed and 
Sorg’s Plate Finish are smart and durable cover stocks 
you can find. 


Both Leather Embossed, with its handsome leather grain finish, 
and Plate Finish, with its gleaming smooth surface, combine the 
toughness good tag stock with the beauty top-quality cover 
stock, and the printability fine book paper. You can specify 
either paper, for letterpress offset, with complete confidence 
whenever the job calls for quality cover stock. Ask your 
paper merchant for sample sheets write direct. 


GRANITE 


OFFICES NEW YORK BOSTON PHILADELPHIA CHICAGO ST. LOUIS LOS ANGELES 


for more details circle 839, page 119 


SORG’S LEATHER EMBOSSED 


What Every Adman 
Should Know About 


for Offset 


Paper stocks are longer limiting factor offset lithography 
there’s choice excellent papers available for any kind job. 


Charles Morris 
Henry Lindenmeyr Sons 
New York 


Well what should every ad- 
man know about papers for offset 
lithography? 

Nothing? 

Everything? 

between? 

Admen can—many their 
paper selection problems their 
lithographers. Other advertising men 
want know every last thing about 
papers that will lithographed for 
them. That desire also creates need 
for thorough schooling the offset 
lithographic reproduction process. 

But the great majority admen 
content themselves with 
That figures! How 
many advertising men have the time 
become expert reproduction 
processes? Nice luxury for those 
who can afford it. But it’s not alto- 
gether consequential. 


Editor Dick Hodgson 
brought the question—what 
should advertising men know about 
papers for offset de- 
cided simplify the discussion much 


Nothing like good old chart help 
center attention papers for spe- 
cific purposes. So, accompanying— 
page 38—you'll find just such 
chart papers for offset lithog- 
raphy. 

See almost 200 familiar trade 
names variety different clas- 
sifications. And every one—every 
brand for use 
lithographic presses. 

ing production recognize these 
papers. you’re neophyte this 
wonderful business, quickly 
recognize the great breadth pa- 
pers lithographers work with suc- 
cessfully. Bet is, you’re new 
the business, amazed this 
vast expanse paper-names lithog- 
raphers print because, you’re 
likely harboring the impression that 
only few kinds papers can 
lithographed. matter fact, 
only few kinds paper can’t 
lithographed. 


understand what mean when say 
“only few kinds paper can’t 
lithographed.” 

See that collection papers called 
“offset papers.” That’s nomencla- 
ture for production-type, wove, 


antique finish paper that surface- 
sized during manufacture guaran- 
tee against lint loose fibres. These 
kinds papers look very much like 
bond papers; they are like bond pa- 
pers this extent, they’re sized 
extra hard almost “water- 
proof.” You can write them with 
pen and ink, just you can 
bond. 

See, too, that many these offset 
papers come fancy-embossed fin- 
ishes. That’s help you add little 
attractiveness the paper surface 
without adding too much the cost. 


>Be surprised. See how many 
coated papers are also suitable for 
offset lithography. Great strides are 
made the manufacture glossy 
and dull coated papers for offset. 
Time was when lithographers shud- 
dered the thought working with 
enameled coated papers. But that’s 
not true any longer. Papermakers, 
inkmakers and lithographers teamed 
lick most the problems. Be- 
fore long all licked. 
Coated papers have become stand- 
ard equipment with lithographers 
just letterpress printers consider 
coated papers desirable for utmost 
fidelity halftone reproductions, 
for truest colors, for jet-est blacks. 


Paper 
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Mill Brand Papers for Offset Lithography 


Adapted from chart used the author the Lindenmeyr Course for Sales Trainees. 


Text Papers 


Extra Smooth 
Antique 


Colophon 
Coronado Text 
Courier 

DeVinne Smooth 
Navajo Text 
Pastelle 

Sheffield 
Strathmore Opaque 
Superfine Text 


Smooth Antique 


Alexandra Japan 
Beckett Text 
Buckeye Text 
Corinthian Text 
Corsican Text 
Curtis Antique 
Curtis Rag 
Eatonian Text 
Kilmory Text 

Old Stratford Book 
Strathmore Text 
Sulgrave Text 
Ticonderoga Text 
Town Crier Text 
Tru-colour Text 
Victorian Text 


Laid Antique 


Beckett Text 
Buckeye Text 
Curtis Rag 
Eatonian Text 
Gainsborough Text 
Kilmory Text 

Old Stratford Book 
Strathmore Text 
Sulgrave Text 
Ticonderoga Text 
Town Crier Text 
Victorian Text 


Light Felt Finish 


Capri 
Double Deckle 
Fiesta 
Intralace 
Krestweave 
Pastelle 
Shalimar 
Stoneridge 
Teton Text 
Tweed Text 


Heavy Felt Finish 


Andorra 
Carousel 
Chroma 
Corsican Text 


Early American Text 


Weycroft Text 


Extra Heavy Felt 


Finish 


Beau Brilliant 
Della Robbia 
Tweedweave 


Uncoated 


Offset Papers 


Impregnated Offset 


Papers 


Adena 
Consolith Opaque 
Hamilton Offset 
Nekoosa Offset 
Silkote Offset 
Wescar Satin Plate 


Standard Wove 
Offset Papers 


Adena Offset 
Arabesque Offset 
Atlantic Offset 
Basic Offset 
Beckett Offset 
Celluset Offset 
Clarion Offset 
Coopers Cave Offset 
Crobank Offset 
Custom Offset 
Dagger 
Dependable Offset 
Fairmount Offset 
Hamilton Offset 
Offset 
Hopper Offset 

Offset 
Maxwell Offset 
Moistrite Offset 
Mohawk Offset 
Monadnock Offset 
Mountie Offset 
Nekoosa 
Northlite Offset 
Oxford Offset 
Profile Offset 
Rangeley Offset 
Rocket Offset 
Silkote Offset 
Spring Grove Offset 
Standard Offset 
Ticonderoga Offset 
Wedgwood Offset 
Wescar Offset 


Embossed (Fancy 
Finish) Offset Papers 


Adena Offset 
Beckett Offset 
Dependable Offset 
Hamilton Offset 
Offset 
Hopper Offset 
Maxwell Offset 
Moistrite Offset 
Silkote Offset 
Standard Offset 
Wedgwood Offset 


Coated 


Offset Papers 


Glossy Coated 


2-Sides Offset Papers 


Catskill Offset Enamel 

Cellugloss 

Cico-Duoset 

Consolith Gloss 

Corona Offset Enamel 

Fotolith 

Herculite Offset Enamel 

Imperial Offset Enamel 

Lithofect 

Maineflex 

Pliable Offset Enamel 

Porcelain Offset Enamel 

Prentice 

Printflex 

Richgloss 

Templar Coated Offset 

Tenor Coated Offset 

Velour Coated Offset 

Offset Enamel 

Wedgwood Coated 
Oftset 


Dull Coated 2-Sides 
Offset Papers 


Cellugloss 
Lustro Dull 


Colored Coated 
2-Sides Offset Papers 


Brilliantone Enamel 
Duplex 
Comet Enamel 
Esopus Tints 
Lithotints 
Woodbine Enamel 
Woodbine Duplex 
Enamel 


Dull Colored Coated 


2-Sides Offset Papers 


Ploychrome Dull 
Dullchrome Duplex 


Cover Papers 


Coated 2-Sides 


Cellugloss 

Herculite Offset Enamel 
Cover 

Imperial Offset Enamel 
Cover 

Kromekote Cover 

Lusterkote Cover 

Maineflex Cover 

Printflex Cover 

Refold Offset Cover 

Tenor Offset Enamel 
Cover 

Offset Enamel 
Cover 


Colored Coated 


2-Sides 


Esopus Postcard 

Woodbine Coated 
Cover 

Woodbine Duplex 
Postcard 


Antique 


Ariel Cover 
Atlantic Cover 
Beckett Cover 
Buckeye Cover 
Buckeye Duplex Cover 
Daily Sales Cover 
DeVinne Smooth Cover 
Fairfield Vellum Cover 
Hamilton Vellum Cover 
Hammermill Cover 
Interwoven Cover 
Interwoven Duplex 
Cover 
Mohawk Vellum Cover 
Navajo Cover 
Peninsular Duplex 
Cover 
Potomac Cover 
Quality Cover 
Rhododendron Cover 
Strathmore Cover 
Tru-colour Cover 


Sulphite Bond 


Atlantic Bond 
Eatonian Bond 
Hamilton Bond 
Hammermill Bond 
Howard Bond 
Mead Bond 
Monadnock Bond 
Nekoosa Bond 
Tanonka Bond 


Adirondack Bond 
John Edwards Bond 
Management Bond 
Maxwell Bond 
Monoplane Bond 
Navajo Bond 
Volume Bond 


Ardor 

Ariel 

Bennington 
Manifest Bond 
Moistrite Bond 
Montgomery Bond 
Pennsylvania Bond 
Bond 
Snowland Bond 
Whippet Bond 
Workwell Bond 


“Premium” 


Offset Papers 


Wedding Vellum 


Atlantic Vellum 
Beckett Vellum 
Brewster Vellum 
Chateau Vellum 
Chester Vellum 
Daily Sales Vellum 
Eatonian Vellum 
Fairfield Vellum 
Garamond Vellum 
Halfmoon Vellum 
Hamilton Vellum 
Hi-White Vellum 
Louvain Vellum 
Mohawk Vellum 
Navajo Vellum 
Quality Vellum 
Sunray Vellum 
Vicksburg Vellum 
Wedgwood Vellum 
Winsted Vellum 


Opaque Papers 
Smooth Vellum 


Atlantic Opaque 
Beckett Brilliant 
Opaque 
Chillopaque 
Fra-opaque 
Hammermill Opaque 
Maxopaque 
Mead Opaque 
Mohawk Opaque 
Moistrite Opaque 
Nekoosa Opaque 
Standard Vellum 
Opaque 


Glossy Coated 


1-Side Label 


All Purpose Litho 
Catskill Litho 
Cellugloss 
Cico-Lith 

Hi-Arts Litho 
Imperial Litho 
Kromekote 
Lithogloss 
Maineflex Enamel 
Overprint Label 
Pliable Litho 
Sebago Label 
Tenor Offset Litho 
Offset Enamel 


Printing Bristols 


Antique Plate 


Brewster 
Chateau 
Chester (a) 
Coronado (a) 
Daily Sales (a) 
Eatonian (a) 
Fairfield 
Fibrefold (p) 
Hamilton (a) 
James River 
Jersey (a-p) 
Linetone 
Louvaine (a) 
Mohawk (a) 
Olympic 
Springhill (a) 
Superfine 
Quality (a) 
Queen (a-p) 
Twentieth Century (p) 
Vicksburg (a) 
Winsted (a) 
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Consider the great demand for 
coated papers like Kromekote and 
Lusterkote. These patent-leather- 
like papers don’t worry lithographers 
anymore. They take Kromekote and 
Lusterkote stride. Reproduc- 
tions you’ve seen them proof 
the high quality impression re- 
produced. 

Other enamel papers are equally 
acceptable shops 
everywhere. 


slightly less than practical 
paper man didn’t show excite- 
ment for new trend among papers 
for offset. I’m talking about all 
kinds improvements that repre- 
sent, one, values than ever 
before, and, two, development 
“premium” kind paper adver- 
tisers like use. 

Most standard offset papers—those 
shown the chart—have been im- 
proved until they represent far, 
far cry from what they were only 
year ago. Papers are brighter; 
whiter; more opaque; cleaner; bet- 
ter look at, that is. The press- 
worthiness the papers also 
improved; and chances are, dimen- 
sional stability the papers has 
been almost unbelievably advanced. 

All representing good business for 
advertisers and for lithographers. 
Reproductions unmistakably show 
the results the improvements. 


>Even more importantly, 
permit sly note the mercenary 
show, lithographers and their ad- 
vertisers are beginning use “pre- 
mium” quality papers. Meaning, 
they’re paying little more—a pre- 
mium—for extra opacity, for extra 
brightness. Result! Now there are 
standard papers the market that 
this desire for “premium” qualities 
makes possible. doubt about it, 
these “premium” properties contrib- 
ute “eye appeal,” measureably 
increase type; and pep- 
colors ink beyond imagina- 
tion. 

Some papers this nature are 
Beckett Brilliant Opaque, Eatonian 
Sparkling White, Beckett White, 
Lee’s Vicksburg Vellum, Hamilton’s 
Louvain. Your paper merchants will 
happy identify their papers 
similar value. 

That’s trend. Watch it. And bene- 
fit. 


this, especially you 
youngsters advertising produc- 
tion: lithographers can reproduce 
halftones and screens both smooth 
and rough papers. Naturally, 
smoothest papers represent finest 
backgrounds for pictures and tones. 
Nevertheless, good-quality pictures 
and tones are lithographed very 
rough paper surfaces. That’s point 


Here’s how 
you can attract 
more customers 


The June message published 
Warren Company describes 


apply your busine 


SATURDAY EVENING POST 


NEWS WORLD REPORT 
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difference lithographers trade on. 
Letterpress printers print satisfac- 
tory halftones coated, English 
finish and plate surfaces that’s 
all. 

how the exciting mar- 
ket text and cover papers opens 
wide for the advertising designer 
when he’s working the litho- 
graphic media! 

help you picture all these pa- 
pers—again forgive me, please, 
missed name used the 
information from company’s 
training separated the 
papers surface. Extra Smooth 
Laid Antique Light Felt Finish 
(meaning surface characteristic 
that creates eye appeal) Heavy 
Felt Finish Extra Heavy Felt 
Finish. 


see the selection cover 
papers—coated and uncoated. Quite 
variety. And everyone suitable for 
offset lithography. 

Add Sulphite Bonds—papers used 
principally for business correspond- 
ence and forms; add coated-one- 
side papers that are used chiefly for 
labels; add printing bristols and your 
chart represents about 90% all 
the papers ever called upon 
use. 

Now you haven’t already 
organized your sampling papers 
for offset lithography, you should, 
and you can with the accompanying 
chart your guide. 

Your lithographer will help you. 
will your friends your paper 
merchants. It’s their best inter- 
ests that your sample files up-to- 
date. 


Mead Portfolio Illustrates 
Line Wood Grain Covers 


Six samples specialized uses 
Wheelwright Wood Grain Cover are 
included portfolio issued the 
manufacturer, Mead Sales Co. (Day- 
ton, O.) 

The demonstration pieces include 
covers for menu, summer theater 
program booklet, pine furniture cat- 
alog, antique shop directory and 
home workshop booklet. color 
and illustrated, the demonstration 
pieces show letterpress, offset lith- 
ography and screen process printing 
applied the covers. addition, 
each sample completely labeled 
show stock, type faces used, process, 
press size, speed and number up. 

For example, the home workshop 
booklet The Wood Grain 
Cover mulberry simulates the in- 
side wall workshop, with cir- 
cular saw and sawdust illustration. 
The title Venus Bold Extended 


Wood Grain Cover Stock Six bock- 
lets printed new line Wood 
Grain Cover are available interested 
persons new portfolio. Simulating 
actual wood, the new cover attention- 
compelling, sturdy and serviceable. 


printed offset lithography, 
17x22” press 3,500 sheets per 
hour. Other Wood Grain colors 
available are pine, cypress, hare- 
wood and lacewood. 

few the many other suggested 
uses for Wood Grain Cover are for 
announcements, camp booklets, di- 
rectory covers, display cards, pro- 
grams, resort literature, window 
cards and illustrate wood prod- 
ucts, according the portfolio. 


For your copy circle No. 705 the 
Service Card inside back cover. 


Kit Shows Printing 


Gummed Papers 


kit containing actual 17x22” 
printed samples seven different 
gummed papers has been prepared 
Brown-Bridge Mills Inc. (Troy, 
O.) education the use 
color and design printing gummed 
papers for many uses besides ship- 
ping and caution labels. 

Each sample provides visible 
demonstration its printing qual- 
ities both letterpress and offset 


printing. production detail guide 
tells how each piece was produced, 
with the offset work done first, es- 
tablishing general layout the 
gummed sheets. The plates printed 
letterpress were then positioned 
relation the already printed 
offset illustrations. 

card folder the kit contains 
comprehensive listing the types 
gummed papers recommended for 
use surfaces, including papers, 
metals, rubber, leather, wood, glass 
and plastic. The folder, used 
wall card, also describes printing 
processes and inks which may 
successfully used various gummed 
papers. 


For your copy circle No. 706 the 
Service Card inside back cover. 


Warren Sample Book 
Shows Halftone Papers 


The Warren line standard papers 
for halftone reproduction letter- 
press and offset lithography shown 
new 9x12” plastic spiral bound 
sample book Warren Co. 
(Boston). 

Each page the book printed 
one different Warren stocks 
with weights and finishes varying 
from Thintext India Bible four- 
ply LusterCard. Copy explains the 
various coatings used, such double 
coated, machine coated and pigment 
papers. The pigment papers are sur- 
faced with layer coating pig- 
ments which, according the manu- 
facturer, substantially 
quality potential for halftone printing 
while allowing the papers retain 
the appearance uncoated stock. 

The papers are illustrated with 
copper line engravings; black and 
white halftones 110, 120, 133-line 
screen; 120 and 133-line screen four- 
color halftone reproduction letter- 
press; black and white lithography, 
and four-color lithography. 

Names and locations paper mer- 
chants distributing Warren’s stand- 
ard printing papers are listed the 
last page the book, which avail- 
able from the company. 


For your copy circle No. 707 the 
Service Card inside back cover 


Weston Bond Samples 
Shown Memo Book 


40-page pocket memorandum 
book with tear-off pages offered 
free distributors Byron Weston 
Co. (Dalton, Mass.) Each leaf the 
bond, 25% rag content and demon- 
strates Weston paper for letterheads. 

Spiral bound, each double per- 
forated page provides three conven- 
ient memo slips. Distributors have 
the free booklets available. 


for more details circle 754, page 119 
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EAGLE-A 


INTRODUCING DRAMATIC NEW COVER PAPER 


WHITE AND BRILLIANT COLORS 
PAPERS 
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eagle-a 


cover 


adds color...mew interest...to your printing jobs! 


Looking for something new and eye-catching cover paper? Here’s your answer— 
Eagle-A Leathertone Cover! Its rich embossed finish and brilliant colors 

will add sparkle catalog and booklet covers, portfolios, advertising pieces, 

sales manuals, price menus, programs and heavy-duty envelopes. 

And Leathertone’s really outstanding sheet for letterpress offset printing... 
excellent for embossed jobs, too. like Leathertone’s fine folding 
resistance soil and wear...and its economy. 


WHITE, DARK BLUE, RUSSET, IVORY, SCARLET, LIGHT GRAY, BROWN, DARK GREEN, YELLOW. 


Free 


Beautiful demonstration kit 
Eagle-A Leathertone Cover 


...a portfolio booklet covers, advertising 
pieces and other printed samples. Ask your Eagle-A 
paper merchant for copy, write Dept. 
American Writing Paper Corporation, 
Holyoke, Massachusetts. 


EAGLE A 


PAPERS 


PAPERS 


BONDS: Coupon, Agawam, Contract, Acceptance, INDEX BRISTOLS: Acceptance and Quality Indexes 
Trojan, Quality, Type-Erase and Translucent Bonds 

TEXT and COVER PAPERS: Quality Text, Text, 
THIN PAPERS: Coupon, Agawam, Trojan, Quality and Quality Cover, Quality Embossed, Leathertone Cover; 
Type-Erase Onion Skins; Quality Manifold Agawam, Quality and Chester 
LEDGERS: Acceptance, Trojan and Quality Records and EAGLE-A BOXED TYPEWRITER PAPERS 


AMERICAN WRITING PAPER CORPORATION HOLYOKE, MASSACHUSETTS 


Printed Offset Eagle-A Leathertone Cover, Sub. 
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The Metropolitan Lithographers 
Assn. New York has prepared 
helpful checklist production 
tips enable admen get the 
most from offset printing. 


There one “best” printing 
process. The right process use for 
job depends how well that 
process will solve the problems 
the particular job under considera- 
tion. printing process itself 
gives the quality—that dependent 
the skill the producer’s crafts- 
men and his quality standards. From 
the large number award winners 
produced offset which have won 
recognition national printing com- 
petitions and exhibits, obvi- 
ous that the process capable 
producing top quality work. The 
(September 1954) show that offset 
the major printing process used 
advertisers and agen- 
cies when buying printing. 

The reasons for using the offset 
process for advertising production 
usually come under one more 
seven basic groups. understand- 
ing these capabilities and advan- 
tages helpful determining 
whether offset the best choice 
printing processes for the particular 
job under consideration. 


Paper Surface Selected ... When 
stock other than coated paper has 
been selected and 
(120-line screen finer) are 
used for either monochrome color. 
Offset can use fine screen halftones 
either coated rough-textured 
stock such as: antique, fancy finish, 
text, cover, index, bristol bond. 
The use the resilient, rubber- 
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covered offset cylinder apply the 
ink the paper makes this possible. 
Thus the art director can use one 
the fine antique finishes for 
folder, booklet annual report even 
though process color used. 
Any art technique can reproduced 
uncoated paper for effect. The 
production man, the other hand, 
can use inexpensive uncoated 
sheet save cost paper even 
though fine tone work used. Pack- 
age inserts for ex- 
ample. Fine halftones can used 
letterheads, envelopes, antique 
cover stock, text pages 
books magazines using uncoated 
paper. offset, coated paper 
used for finer detail and more bril- 
liant color, for gloss inks and for 
varnishing. 


Cost Plates When plate 
costs are important problem 
solved, offset can frequently keep 
such costs minimum. offset 
there cost for the equivalent 
line engravings copy propor- 
tioned and positioned the me- 
chanical paste-up. The larger sizes, 
and the special types halftones 
involving premium charges pho- 
to-engraving, and same-focus copy 
are most apt more economical 
offset. Offset multiple images 
(equivalent electros) are nominal 
cost and vary little cost 
size. advertising pieces call for the 
same art several sizes, offset can 
handle all sizes from one set sep- 
aration negatives. This basic 
economy the process. Magazine 
color plates (and gravure positives) 
can “converted” for production 
offset, even with change 
size. 

Since offset plate costs are esti- 
mated basis time, copy prep- 
aration which avoids extra camera 
and stripping saves plate charges. 
offset, there are restrictions 


size and number subjects 
which can handled same-focus 
copy, and all copy supplied ele- 
ments should proportioned, pos- 
sibly several groups, save 
plate charges. Offset plates are sup- 
plied the lithographer and their 
cost includes the equivalent let- 
terpress make-up, lock-up, and most 
the press makeready addition 
line copy proportioned and posi- 
tioned the paste-up. 


Length Run—Lock-Up and 
Makeready For the shorter runs 
printing which involves halftone 
areas, vignettes and accurate regis- 
ter, press lock-up and makeready 
time very important cost factor. 
letterpress form locked-up and 
madeready. Even large multi- 
color offset press can madeready 
hours instead days; multiple 
imposition for the shorter runs 
practical. Reruns can made with- 
out expense equivalent breaking 
form and duplicating make- 
ready expense the press plate 
saved. Offset vignettes are particu- 
larly good because there plate 
edge. 


Large Size—Posters, Displays, 
Wall Charts Offset uses color 
cameras large 58” circular 
screen, and projection used for 
halftones beyond camera sizes. 
halftone can large the press 
plate, and frequently for 24-sheet 
posters. Plate costs and the offset 
principle have resulted the use 
offset for most large size work. Off- 
set presses run large 
with the high speeds the rotary 
type press. 


tail reproduction has direct 
relation the fineness the half- 
tone screen used. Offset regularly 
uses 133-line screen, but for texture 
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other detail finer halftone screens 
are frequently used. The Eastman 
magenta contact screen 150-line 
sometimes used for monochrome, 
particularly for silhouette and high- 
light dropout halftones. true duo- 
tone B&W tone copy gives detail 
both light and dark areas. The 
negatives are focused for opposite 
ends the gray scale. 


offset prints from 
type press plate, which includes 
text well art work, the process 
can use “cold type” methods—the va- 
rious forms photolettering, hand- 
lettering, etc., without the usual plate 
expense. Typewriter composition can 
used for “utility” printing. Page 
make-up from galley repro proofs 
can done the drawing board. 
Reprints, even with change size, 
are handled line copy—notations 
can added. Lowering composition 
costs particularly important for 
much short run printing. 


integrated process, making the plates 
well doing the press work. 
Under emergency conditions, this 
permits greater control opera- 
tions. The absence the usual press 
makeready saves much time, par- 
ticularly for color work. Both tech- 
niques and equipment used fre- 


quently permit earlier delivery date 
than other processes. 


for the 
Production Manager 


For production offset, job can 
handled from reasonably com- 
plete layout with copy for the text 
and heads, and the artwork. How- 
ever, use the process efficiently 
copy usually supplied paste-up 
form—the same mechanical for 
the photoengraver when text 
part the plate. Tone copy fre- 
quently supplied separate ele- 
ments. mentioned before, offset 
offers wide choice paper surfaces 
for the reproduction such copy. 


Offset Paper Coated 2-sides 
paper comes the same sizes let- 
terpress coated. uncoated offset, 
the standard sizes are essentially the 
same letterpress uncoated book 
with these additional smaller sizes 
23x29), and four 
larger sizes (38x52, 41x54, 42x58, 
44x64). Offset paper comes wider 
variety finishes, including fancy 
finishes. Because greater bulk and 
special surface treatment (surface 
sizing), uncoated offset paper gen- 
erally considered the equivalent 
coated paper lbs. heavier 
bulk, strength and stiffness. Today 
most text and uncoated cover stocks, 
vellums and bristols, are sized for 
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offset. The regular bonds and ledgers 
have always been surface-sized and 
are suitable for offset. The light- 
weight opaque bonds can printed 
both sides, including halftones, 
offset. Offset offers wider choice 
papers for advertising production 
than the other printing processes, 
and rough-textured paper can 
used for effect, inexpensive un- 
coated stock can used for process 
color save money cost paper. 
(For additional details see page 37.) 


Offset Presses Aside from the 
offset duplicating machines used 
offices, offset press sizes run from 
17x22 52x76 and handle all the 
standard paper sizes, with paper for 
the larger offset presses cut the 
mill. Two and four-color offset 
presses are widely used the larger 
sizes. All offset presses are rotary, 
and not require special plates. 
presses, but roll-fed presses are used 
also. For extra long press runs long- 
life press plates are frequently used 
get over 500,000 impressions 
avoid cost second set press 
plates. 


Copy Preparation 


The Paste-Up For offset, copy 
usually supplied the form 
mechanical paste-up take advan- 
tage economies plate costs. This 
paste-up can complete unit in- 
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cluding repros type and art, 
line paste-up with position and 
size tone copy indicated, the latter 
supplied elements. Copy prepared 
for the photoengraver can used. 
Tone elements should planned 
for same-focus copy, for reasons al- 
ready given. Supplying copy 
unit means page makeup the 
drawing board for economy avoid 
stripping charges. Proportioning 
graphed groups saves camera 
operations. Reversed elements 
should handled paste-up with 
photostats, outlined with instruc- 
tions tissue overlay—the usual 
copy techniques used for photo-en- 
graving are used for offset. 


Type Matter offset, all text 
and heads are part the press plate, 
and are handled means repro 
proofs the paste-up, usually same 
size advertising production. 


The illustrations these pages show typical winners the Lithographic Awards Competition sponsored the Lithographers 

National Assn. Imperial: catalog for Chrysler Corp. The Regensteiner Corp. (Chicago). Bulletin: house organ cover for 

Lederle Laboratories division, American Cyanamid Co., Niagara Lithograph Co. (Buffalo, Annual Report: cover for 
Allis-Chalmers Meisenheimer Printing Co. (Milwaukee). Children’s Prayer: 24-sheet poster for General Outdoor Advertising 
Co. Printing Lithograph Co. (Erie, Pa.). New Face: lithographer’s own promotion Veritone Co. 
Nembutal: folder for Abbott Laboratories Magill-Weinsheimer Whisky: carton for National Distillers Products 
Corp. American Colortype Co. (Clifton, J.). Natural: booklet for Merchandise Mart Sterling Printing 
X-Ray Its Best: direct mail piece for General Electric X-Ray Dept. Schmidt Co. 


electros foundry type are neces- 
sary, only repro proofs. For quan- 
tity pages solid text, ask your 
lithographer transparent proofs 
should supplied avoid camera 
operations. These are equivalent 
photographic positives for deep-etch 
plates. Any the usual typefaces 
can reproduced, but faces which 
will cause trouble when reversed 
other processes, are apt also cause 
trouble offset reproduction. 


practical limits, planning should 
give copy scale for positioning 
paste-up. photos and art are 
prepared before the layout, scaling 
can handled projection prints 
the negatives the former, and 
photo copies the latter. Color 
art elements, ranging from 35mm 
Kodachromes large paintings, can 
proportioned for same-focus 
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economies means reproduction 
dye transfer prints. Positioned 
color mechanical, one set sep- 
arations handles all unit. Photo 
color laboratories now assemble col- 
elements for inserts and montage 
supply copy for one piece 
(carbro, transparency dye trans- 
fer print). This provides copy that 
can color corrected altered, and 
saves time. Such copy suitable for 
any the processes. 


Same-Focus Copy Offset has 
restrictions number and size 
subjects, including process color. 
which are suitable for photograph- 
ing groups earn economies 
plate costs. This the reason for the 
importance proportioning tone 
elements offset production, and 
the important difference the form 
tone copy supplied for offset 


pregress 

deatistry 

demends 
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takes talent... 


When Michelangelo created his 
famed sculptures, talent was re- 
vealed every magnificent line. 
And when Eureka creates pre- 
mium promotion, talent reveal- 
every phase design and 
production. years experi- 
ence enable turn out the 
type campaign that truly ‘‘at 
premium’’...stamps, coupons, 
catalogs and collection books that 
are individual works art! Con- 
sult for the profitable answers 
your premium problems! 


EUREKA SPECIALTY PRINTING CO. 
592 Electric Street, Scranton Pa. 


for more details circle 781, page 119 


for less than apiece! 


Made from your transparency 
art work, Crocker 
four-color postcards with the 
exclusive Mirro-Krome 

finish are must for direct- 
mail advertising and sales 
promotion. For information, 
samples and price list write 

the nearest Crocker office. 
Dept. A-6-A. 


CROCKER INC. 


SAN FRANCISCO, 720 Mission 
LOS ANGELES, 2030 7th 
CHICAGO, 350 Clark 

NEW YORK, 100 Hudson 
BALTIMORE, 1600 Clinton 


for more details circle 776, page 119 


compared the engraver’s copy. 


Art Techniques Any type 
copy which can reproduced 
the other printing processes can 
reproduced offset. Techniques 
which require the special types 
halftone (silhouette, vignette, high- 
light drop-out, combination line 
and halftone) are handled photo- 
graphically offset. 

Any the special art techniques 
and forms mechanical color sep- 
arations, line tone, can repro- 
duced offset, frequently 
saving plate costs. The “time” 
method estimating costs less 
rigid than the “scale” method with 
automatic premium charges. 

The use Ben Day patterns 
tints applied the artist, the use 
screened Velox photo prints does 
not involve premium charges—both 
are handled line copy. Screened 
prints should obtained from the 
specialists. 


Production for Offset 


Art Used Several Sizes 
When campaign requires the same 
art several sizes for different 
pieces, offset handles all sizes from 
one set separations, all having 
133-line screen, desired. dealer 
campaign may require one more 
subjects eight different sizes, run- 
ning from small folder window 
display poster. The artwork for 
car card and 24-sheet poster can 
handled from one set color sep- 
arations. advertising production 
this important advantage the 
offset process. 


photographic methods, process color 
included not, calendar, maga- 
zine insert other piece can pro- 
duced several sizes. Offset not 
limited 110-line screen when 
photographing halftones line ex- 
the negative not 
necessary. 


Using Your Color Plates Maga- 
zine color plates (and gravure posi- 
tives) can “converted” for offset 
production having your engraver 
pull clean black proofs each color 
plate, and supplying these proofs 
the offset printer with the paste-ups 
layouts the advertising mate- 
rial wanted. For most commercial 
work, duplicating color charges are 
thus avoided. Change size pos- 
sible, just parts the art can 
used. Gravure positives are con- 
makes screened negatives the 
sizes wanted. 


Multiple Images Offset’s equiv- 
alent electros, are photo-composed 
and positioned the offset press 


FOR 


1000 FULL COLOR 
CHROMAX PRINTS 


11” size 80+ Kromekote 


transparencies, same enlarged. 
10” contact. Special 16”. 


Not fake process! Chromax Color 
Prints are the result years re- 
search Eastman Kodak and photo- 
graphic technicians. 


500 5,000 Quantities 


Special price week delivery—Write 


Hundreds Profitable Uses 


Catalog Inserts 
Window Displays 
Sales Portfolios 


Brochures 
Magazine Inserts 
Technical Reports 
Instruction Manuals 


Send for FREE SAMPLES 


Price List and Detailed Information 


CHROMAX Corporation 


Specialists Short-Run Quality Color 


1819 Holmes St., Kansas City, Mo. 
for more details circle 774, page 119 


COADUNATED 


SALES PROMOTION 
PRODUCTION SERVICES 


oadunated” means closely 
joined, like the multiple parts 
your next campaign. 


SLOVES can help with inte- 
grated services which in- 
clude dozens production 
operations, every point 
along the line. For example, 
leaf catalog binder, can 
offer recommendations for 
its design and contents. 


are unique doing this 
complete job. 


SLOVES 


MECHANICAL BINDING CO. 

601 West St., New York City 
5-2552 

*Always use ten dollar word instead 


for more details circle 838, page 119 


4 
FULL- 
= 
- 
| 
| 
| 
| 


plate 1/1000” register special 
“step-and-repeat” equipment. All 
are originals. The cost per image 
nominal and varies little according 
size. Multiple imposition, folder 
booklet four-up, for example, 
handled multiple exposure the 
flat the press plate without the 
use multiple images. 


Press Production Offset Due 
the economy multiples and 
press makeready, particularly for the 
larger presses, offset makes exten- 
sive use the advantages mul- 
tiple imposition, “work-and-turn” 
and combination runs without the 
length run usually necessary for 
such advantages other processes. 
Shorter runs process color with 
large form are practical. The use 
large form not only has advan- 
tages the press operation, but 
more important are the economies 
the bindery and finishing opera- 
tions where many costs are 
basis number sheets. 


Reruns offset press plate 
can saved for rerun. Since 
necessary duplicate imposition 
and makeready for the rerun. Both 
time and money are saved. For book 
work frequently the custom 
save the flat also. Negatives 
positives for all but inexpensive re- 
production work are usually saved 
for one year case need. 


usually call for literature involving 
reprinting consumer publication ad- 
vertising various sizes. book- 
let may call for reproduction 
smaller size—wall charts larger 
size. Offset handles all this type 
production with minimum 
cost due the fact that most re- 
print work can handled line 
copy. 


man unfamiliar ground when 
planning for production offset, 
consult one the offset salesmen, 
the offset lithographer you plan 
use. can tell you the best 
method planning take advan- 
tage the economies offset. 
some extent, details methods vary 
according available facilities and 
the procedure favored the indi- 
vidual offset producer. 


Information for the 
Art Director and Artist 


Offset printing rated ver- 
satile process because permits 
freedom layout and greater use 
illustrative treatment and color, 
without encountering prohibitive 
plate costs and mechanical difficul- 


PRINTERS DESIGNERS LITHOGRAPHERS TYPOGRAPHY BINDING SHIPPING 


KELLER 


PRINTERS WITH IMAGINATION 
Ask your letterhead for our free tint 


DO F KELLER COMPANY : 3005S FRANKLIN BOULEVARD CHICAGO 12. ILL, 


for more details circle 806, page 119 


Reaches Out... 


more advertising agencies than any other 


publication. you sell advertising services, 
equipment supplies through agencies 


All For You 


 *, 


REPORT 
COVERS 


MAKES 
“SHOWCASE” 


for more effective, 
impressive reports, 
presentations, sur- 
veys, manuals, etc. 


Clareport* has a durable, trans- 
parent plastic front cover and back 


Strathmore Beau Brilliant cover 

stock smart colors. Holds standard 

sheets (special sizes order). 
Send for FREE sample and prices, now! 


« We specialize in custom-made easel binders and 
presentation binders. Your problem solved quickly 
and inexpensively. 


WRITE, WIRE AR-6 


BELFORD 


317 47th 


Let prove how the 


WORLD’S HANDIEST TYPE BOOK 


saves you minutes day... 


you specify type, send postal and will 
mail you copy for ten days free trial. Use the 389 
transparent overlay alphabets your own work. 
free you place $100 worth work with us. 


F.H.Bartz 112-114 Kinzie St., Chicago 10, 
for more details circle 758, page 119 


ties common some printing. Many 
designers look upon the process 
one their modern tools because 
the process removes many the 
usual restrictions. Techniques are 
not limited line because rough- 
textured paper used—half- 
tone screens fine that they ap- 
proach continuous tone can used 
such paper desired. Thus any 
type paper stock can used re- 
gardless the art techniques 
reproduced. 


Offset Can Reproduce Any the 
Art Techniques The process can 
reproduce any subject the other 
printing processes can reproduce— 
monochrome process color. Copy 
requiring process color prepared 
the same for other processes; 
monochrome should have more con- 
uncoated paper, and that applies 
all the processes. There are 
restrictions screens finer than 
110-line with screened photo prints 
Ben Day tints. 


Offset Can Use the Special Art 
Techniques The patented art 
techniques such Eastman 
cent Process for water colors, Kem- 
art for wash drawings high-light 
drop-outs, Kromolite for newspa- 
per fashion illustration, can used 
plate costs. 


WHAT ARE YOUR 


Advertising 


CIRCULARS 


BOXWRAPS 


CATALOGS PACKAGE INSERTS 
BOOKLETS LETTERHEADS 


EXPERIENCE MAKES THE DIFFERENCE 


The benefits our efficient production methods plus our know- 
how will prove their worth you any and every job 


handie for you. 


have the equipment and experienced craftsmen serve you 
from layout and design the finished product. The same high 
professional standards are maintained all orders, large 


small. 


COLOR WORK ALL TYPES 


Write Phone for Prices—Samples—Information 
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For monochrome tone copy should 


“contrasty” (detail accentuated 
both dark and light areas) re- 
tured paper—regardless printing 
process. matter light re- 
flection, not the printing process 
used. 


Mechanical Color Separations 
For advertising other material 
which cannot stand the cost pho- 
tographic color separations, both line 
and tone color can preseparated 
means overlay for each 
color, the use “key-lined” flat 
color copy with tissue overlay 
indicate colors. Since such copy us- 
ually involves 
combination line and halftone, Ben 
Day halftone tints, and frequently 
large size, offset most apt offer 
economies. 


Photoengraver’s Copy Can Used 

Copy originally prepared for the 
engraver frequently reproduced 
offset make delivery dates. 
mechanical which includes the text 
just about perfect copy for offset. 
tone elements are unproportioned, 
however, and not suitable for same- 
focus copy, offset plate costs will 
higher than those estimated from 
proportioned copy. 

Copy for the camera the same 
for all printing processes—each must 
able get negative from the 
copy supplied. With offset, however, 
economies both time and costs are 
frequently possible, chiefly pro- 
portioning and assembling elements, 
because the techniques and meth- 
ods used the process. For this 
reason worth while consult 
the offset lithographer when un- 
familiar ground. 


Heinn Offers Easy Way 


For Ordering Binders 


“Selector Sheet” for speeding 
the selection correct basic 
types binders and indexes for cat- 
alogs, manuals, price lists and other 
presentations being offered 
Heinn Co. (Milwaukee). 

Space provided the “Selector 
Sheet” indicate type mecha- 
nism, preferred punching, binding 
materials, cover design, cover copy, 
who will use the binders and what 
the binders will used for. Check- 
ing the proper spaces all that 
necessary. 


The sheet designed for use with 
catalogs and manuals, and both the 
booklet and copy the “Selector 
Sheet” are available. 


For your copy circle No. 701 the 
Service Card inside back cover. 
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Lithographers Hear 


Profit Report Meeting 


“Survey Report Lithographic 
Profits” for 1954 will feature 
the 50th annual convention the 
Lithographers National Assn. 
Lake Placid, Y., June 20-22. 


The report will made 
Floyd Maxwell, LNA executive di- 
rector. Other reports will made 
the LNA Labor Relations Com- 
mittee; the Cost, Accounting and Fi- 
nancial Management Committee; the 
Industry Relations Committee, and 
the Bank Stationers’ Section. 


Reservations for the convention 
may made direct with the Lake 
Placid Club Lake Placid. 


General Binding Markets 
Metal Loose-leaf Binder 


new metal loose-leaf binder, de- 
signed primarily for duplicating de- 
partments but adaptable many 
uses, has been introduced Gen- 
eral Binding Corp. (Chicago). 

According the company, the new 
binder enables companies bind 
anything duplicated, printed, typed 
drawn, either plastic metal 
bindings. Pages may inserted 


New Binder General Binding’s new 
metal loose-leaf binder constructed 
that pages can removed 
changed without taking the book apart. 


removed any place the book with- 
out taking the book apart. Standard- 
spaced punching permits interchange 
pages from one binder 


The metal binder new addition 
General Binding’s line binding 
equipment, which includes punching 
machines, binding machines and 
strips plastic binding material. 


For your copy circle No. 702 the 
Service Card inside back cover. 


Easel Case Carries 


Sales Message 


Rapid Art Service (New York) 
has issued brochure its box- 
easel, salesman’s presentation case 
available either over-the-top 
drop-down design, that can 

The custom-tailored case light 
and compact, yet sturdy and durable. 
Presentation pages may added 
removed instantly. 


For your copy circle No. 703 the 
Reader’s Service Card inside back cover. 


Letterhead Sample Styles 
Described Portfolio 


portfolio showing the modern- 
ized look letterheads available 
from Peerless Lithography Co. (Chi- 
cago). addition sample letter- 
heads lithographed 20-lb. white 
bond, brochure shows actual ex- 
amples “new-look” design for 
four firms various businesses. 

each the four, the old form 
shown above the new design. Rea- 
sons for type changes, addition 
color and product illustration are 
included each comparative de- 
scription. 


For your copy circle No. 704 the 
Reader’s Service Card inside back cover. 
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“BEST PI 


ducers ‘The 
producers 
Chicago, April 20, 
proud have conceived, 
developed printed winner, 
cartoon books. These 
Eight these are clients 
advertising 
Muench Co. Chicago, 
partner and 
Yocum, received similar 
‘award. 


Samp this serie series and 


Premium The Year” Premium. Expos osition, 


franchise basis limited number 
They are proven successes, ses, deliv 
ering sales increase 91% 
packaged frankfurters where 
tailored your needs, 
comparable quality! 
with the originators 


pays 


see 


BOOTH 


NATIONAL 
EXPOSITION, 
CHICAGO 


| The Gowen Starts 


Nothing 
but 
succeeds the 
Point Sale 
like 
Gibraltar 
floor stand! 


AWARD WINNER 


Jell-O* Sleigh Floor 
Stand Point-of-Pur- 
chase Printing class 
N.Y. Employing Print- 
ers Exhibition. Litho 
Super Structure 


Einson-Freeman. AWARD WINNER 


Colgate-Palmolive 
Floor Stand Fibre Box 
Association. Litho 
copy panel Kindred 


MacLean. AWARD WINNER 


Colgate Howdy Doody 
Santa Claus Floor Stand 
Point-of-Purchase Print- 
ing class Employing 
Printers Exhibition. The 
rotating litho copy panel AWARD WINNER 


Kindred MacLean. Jell-O* Salad 


Quarters Floor Stand 
Fibre Box Association. 
Litho copy panel 


NEW YORK: LACKAWANNA Snyder and Black. 
NEW JERSEY: GREGORY 1-1450 


DISPLAY DIVISION 


Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


Entin Road, Clifton, New Jersey 


Jell-O registered trade-mark General Foods Corporation. 
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The speakers the Point-of-Pur- 
chase Advertising Institute sympo- 
sium Chicago presented many 
helpful ideas for effective use 


window and store displays. 


outstanding feature this 
year’s POPAI show was two and 
one-half hour panel discussion 
the general subject, “Getting the 
Most Out Your P.O.P. Advertis- 
ing.” 

The six-man panel, moderated 
Ralph Head, BBD&O executive and 
director POPAI, discussed spe- 
cific features point-of-purchase 
merchandising and laid themselves 
wide open lively questions and 
cross-discussion from 
hundred P.O.P. suppliers and users 
who made the audience. 

Because the brass tack discussions 
the panel experts offer much 
practical know-how for anyone who 
chase advertising, has summar- 
ized the talks the following short 
articles. 


What Makes Good 
Point-of-Purchase 
Advertising? 


Ralph Head 

Account Supervisor 

Batten, Barton, Durstine Osborn 
New York 


Point-of-purchase like anything 
else succeeds the degree that 
wrong ways have been eliminated. 
Because none seems attain 
perfection this earth, the degree 
success any project usually 
measured the number wrong 
ways which have been identified and 
eliminated. 

Some people talk about the in- 


Getting the Most 
Out Your 
Advertising 


effectiveness point-of-purchase, 
others talk about the waste point- 
of-purchase. Others whale 
job, such Coca-Cola. And the 
Hershey chocolate people have done 
such good job with point-of-pur- 
chase that they apparently have not 
yet felt called upon advertise 
other media. 

What you hear about point-of- 
purchase depends largely whom 
you talk and what their experience 
has been. they have used well- 
planned and well-executed point- 


of-purchase campaign, will 
probably tell you great selling 
tool. they have used point-of- 
purchase afterthought, without 
sufficient planning and with poor 
follow-through and execution, they 
are probably the ones who say 
ineffective and wasteful. 


>To point-of-purchase, what 
like call product activation 
the point-of-purchase, is: 

necessary and integral part 
the selling machine, the same 
good distribution and proper pre- 
selling consumers through good 
and plentiful advertising. 

The insurance policy which guar- 
antees fair return the money 
invested all other selling phases. 
where you have your last chance 
prospect. 

The last place where you have 


buyer the things you have told 
him about your product advertis- 
ing. 

The place where consumer 
forced make decision buy any 
one several brands like prod- 
ucts, any one which may per- 
fectly acceptable. 

The place where product activa- 
tion can make your brand stand out 
over competitive brands, get con- 
sumer attention and remind con- 
sumers what they have read, seen 
heard your advertising. 

The place where you can get what 
you have hoped and worked for 
all your selling efforts sale. 


Planning Profitable 
POP Display Programs 


Horace Blanchard 
Merchandising Materials Manager 
National Biscuit Co. 

New York 


Just summarize, here are the 

points that think should con- 
sider hope plan and operate 
profitable point-of-purchase pro- 
gram: 
Our objectives, our basic plan- 
ning, because our basic planning will 
help get our budget from top 
management. 


Window Store Displays 
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decide exactly what role 
point-of-purchase will play our 
campaign. 

Let’s design with eye its 
utility and the role that will play. 
And here would like urge you 
all remember that our business 
essentially idea business. can 
through all these steps and 
processes and procedures and 
lack good idea, good basic selling 
idea, then are lost. 

Keep mind the utility. 

sure you keep mind the 
dealer acceptance, because the 
man who going staging your 
campaign. 

Notify your dealer, give him 
plenty advance publicity. 

sure that your distribution 
material and follow-through set. 
And last, believe very good 
idea take recap your sales 
results any given promotion that 
you put on, because that recap will 
give you information and ammuni- 
tion use with your own top man- 
agement the next time you want 
put program any kind. 


effective job concentrating 
only one two these points. Our 
success will come about only through 
the careful coordination all these 
basic elements, and think that co- 
ordination, teamwork, good liaison 
are the answers more successful 
point-of-purchase programs. 

point-of-purchase advertising pro- 
gram, our first step must clear 
definition our sales and market- 
ing objectives. What hope 
accomplish? 

Are trying introduce new 
product, obtain distribution new 
areas for regular item our line, 
are interested only ex- 
panding our sales per outlet 
item which already enjoys good 
basic distribution? 

Whether are selling pineapples 
pajamas, cookies convertibles, 
bathtubs books, must first 
sure that our objectives are crystal 
clear. Let’s decide what role point- 
of-purchase material will play 
reaching our goal. 


scale media program, consisting 
tv, radio, magazines, newspapers, 
billboards, must integrate 
selling themes and schedules care- 
fully. 

Perhaps can use reprints our 
magazine and newspaper ads 
scaled-down versions our 24- 
sheets, thus multiplying our reader 
and buyer impression many-fold. 

may that clever spot will 
suggest dramatic method exploi- 
tation point sale. 


Our material must easy use, 
simple install. Its size and shape 
must carefully studied with 
eye basic utility, well effec- 
tive selling life. 


sign separate campaigns for each size 
and type retail outlet, our mate- 
rial must versatile. For example, 
special merchandise display stand 
can designed serve the 
needs small operator and then 
additional multiple units the same 
basic stand can used satisfy the 
needs large-volume outlet. Or, 
while large supermarket would re- 
quire over-the-wire ban- 
ners for storewide promotion, just 
one those same banners might 
give excellent point purchase 
representation small outlet. 

How find out what material 
will most acceptable our retail 
dealers? ask them. How? 
Through our sales force. 

our selling organization cannot 
come with the answers, must 
find other means getting them, 
perhaps through surveys ques- 
tionnaires, perhaps through the 
services specially-trained mer- 
chandising analysts. Perhaps our- 
selves should spend little less time 
arm chair strategy and little 
more time out the firing line, 
finding out whether not are 
target. 

Don’t assume that your sales force 
can carry the ball without proper 
orientation and indoctrination. 
plan spread the work through 
our sales force, detailed and com- 
prehensive training program 
clearly indicated. you not have 
adequate sales force beat the 
drums, you may want send out 
some slide films flip charts, 
used the jobber and dealer meet- 
ings. 


Making Displays 
Effective Part 
The Over-All Program 


David Grigsby 
Merchandising Manager 

Range Water Heater Division 
Hotpoint Co. 

Chicago 


All too often false assump- 
tion that there over-all sales 
and advertising program, because 
are finding frequently, 
afraid, there just not that program. 
The fact that manufacturer may 
plan advertise and sell not 
necessarily the same having 
plan which will advertise and 
sell. 


Let’s look some the features 
that think are the factors that 
ought considered developing 
that plan, that blueprint, that 
important: 

there seasonable pattern, and 
what that pattern, and can and 
should changed possible? 

What the time for the major 
activity retail, and you estab- 
lish that time, when should the man- 
ufacturer, the advertiser and the 
sources supply with whom 
working start prepare for that? 

Just who are your prospects and 
your customers? Not enough 
know enough about who those pros- 
pects and customers are. 

Why they buy our kind 
product and why should they buy 
our particular brand that product? 
Where they shop for and 
what are the channels distribution 
that use, and should attempt 
change these? 

need better dealers, true, 
sometimes is, that need 
better different product? 

Can you catch your prospects 
elsewhere than those spots where 
they actually buy the merchandise? 
name-reminder type display 
possible value reaching them 
elsewhere? 

How your product sold? With 

demonstration? With conversation? 
With exposure, sold with 
tie-in? 


With few exceptions, displays can- 
not effect your sales themselves, 
any more than any other kind 
advertising media itself can 
effect it. They are but one the 
merchandising tools that are used 
build sales. Yet all too often these 
pieces try stand alone and 
job, and certainly our business 
suffers result from too many 
pieces and not enough programs. 

have never seen really suc- 
cessful display. have seen success- 
merchandising programs that 
help dealers sell more merchandise 
and most them either revolved 
around least included good 
display. have seen successful pro- 
grams that revolved around poor 
displays that were successful be- 
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answer recent Advertising Requirements’ questionnaire, four out every 
five subscribers answering said they already were, planned be, customers 


one more products they had seen advertised AR. 


Considering that monthly following includes some 13,000 Advertising Man- 
agers, over 5,450 advertising Agencies, and 1900 media executives, you see why 
southbound sales curves advertising products and services just naturally head 


northward when advertising management takes interest. 


Why not give your sales curve extra boost starting 


campaign the next issue AR? pays. 


PRODUCTION PROMOTION MERCHANDISING 
Published the publishers Advertising Age and Industrial Marketing 


200 ILLINOIS ST. CHICAGO 11, ILL. 


HANKSCRAFT DISPLAY MOTORS 


DRUG PRODUCTS 


This timely display pointing the way big 
sales for these leading drug items! find 
many more famous names action with Hanks- 
craft display motors because nothing attracts 
attention like motion. These new intermittent 
rotary motors operate for weeks without 
attention—and ordinary flashlight batteries! 
New intermittent rotary motor rotates clock 
hand, stopping point out each product. 


Display designed and produced Dorsey 
Display Corporation, New York City. 


THE HANKSCRAFT COMPANY, Dept. AR-6 
REEDSBURG, WISCONSIN 


Please send FREE Hankscraft Display Motors. 


COMPANY. 


THE HANKSCRAFT COMPANY WISCONSIN 


Sales Offices these principal cities: 


CHICAGO © PHILADELPHIA © MINNEAPOLIS © NEW YORK © DALLAS 
TORONTO (Ontario) © SAN FRANCISCO (Erlach Lee Company) 


STREET ADDRESS 
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cause the programs were good. 
have seen good displays that fell flat 
their face because they were not 
would much rather have good pro- 
gram with poor display piece than 
good display piece and poor 
program. 

Actually, the business in, 
appliances, you must have programs 
you are going get displays even 
distributed, let alone have them 
used and successful, because dis- 
tributors and dealers don’t like 
buy displays. That not their busi- 
ness. Their business sell mer- 
chandise. the appliance business 
least all sales are esti- 
mated influenced the dealer 
the floor the time the sale 
made. And all can ad- 
vertising and point-of-purchase ac- 
tivity make that product little 
more acceptable the customer, 
and fact, the dealer. 

Obviously, not all that simple. 
You have have selling idea. 


people through enough 
Instead adopt one that seems 
fit. Too often we: 
Substitute visual impacts for sales 
impacts. 
Measure our merchandising ac- 
tivities quantitatively instead 
qualitatively. 
Show our product name with- 
out providing the springboard the 
selling idea. 
Fail ask for the order. 
Use too much exposure, not 
enough proposition. 
Start too late. That one the 
big reasons why some displays don’t 
fit effectively into the over-all plan. 
They weren’t considered enough 
when the plan itself was being de- 
veloped. 

Often tell ourselves that this 
business opinions and hunches, 
and is. How vitally important is, 
then, back those opinions and 
hunches with sound thinking. 


How Agencies Help 


Plan Display Materials 


Carl Sigler 

Director Merchandising 
Gordon Best Advertising 
Chicago 


Let’s take the typical case history 
client. Say this particular client 
operates the drug and food field, 
and due his type operation and 
the size his product, limited 
different types displays. 

have had the best planning 
board methods, and assign the 
various jobs the various depart- 
ments the agency. The market 


and merchandising department 
important segment that planning 
board. Whether this new pack- 
age old one, thoroughly 
test each piece display material. 


take the drug field. The cli- 
ent operates with chipboard car- 
ton, packed either half-dozens 
dozens. may put the show- 
case top his gondola. 

may have counter display 
unit made out corrugated chip- 
board, may have metal. 
the case metal, probably will 
give away. 

also asks for floor stands, and 
usually they are corrugated, al- 
though has used some wooden 
ones, for which the retailer pays 
either one way the other. 

uses limited amount win- 
dow displays. finds more and 
more drug stores have windows, 
the food stores rarely have win- 
dow display, and the chain store 
operations have thousands items 
display. 


>In the food business there dif- 
ferent type operation. The client 
has the wholesalers and they control 
the types displays which uses. 
His chipboard cartons have half- 
dozen dozen. will use 
counter unit, small one can set 
the gondola. uses shelf 
talkers shelf pullouts. will use 
floor stands shelf extenders. That’s 
about the limit his display mate- 
rial. 

show what the client expects 
with respect the supplier, 
here what do: 

invite the supplier in, and 
may have rough drawing what 
have mind, floor stand, for 
example. 

have preliminary discussion 
this effect, “This the size 
want. This the weight the mer- 
chandise. This the amount the 
merchandise into the floor 
stand.” 

The supplier takes this plan back 
the factory, designs the package 
and comes back us. 

develop copy and color key 


for the floor stand, and when that 
finished take the client and 
will criticize it, okay is. 
approved, and the supplier sets 
the handmade model the color 
scheme, layout and copy. One the 
things insist upon all floor 
stands kick plate the bottom 
about keep the floor stand 
clean the mopping the store. 
the shelf extender there the 
same type operation. 

the client with the sup- 
plier when the finished product, the 
handmade sample, ready. ap- 
proves and start make the 
display, plates and dies. 

The displays are shipped the 
client’s factory warehouse, and 
sometimes shipped individuals 
through the supplier. 

try give our client com- 
plete packaged program, far 
merchandising concerned shelf 
extenders, chipboard cartons, win- 
dow banners, window streamers, and 
many other things that 
sometimes and sometimes doesn’t 
use all. 


How Get Window 
Displays Installed 


Saul Rockoff 
Vice-President 
Central Division 
Seagram Distillers Co. 
Chicago 


When you consider the ever in- 
creasing cost planning, production 
and installation, you realize that 
there more window display 
than the physical installation. 

One the greatest errors ad- 
vertiser can commit send out 
window displays, using the mail 
distribution, with the hope that the 
dealer will personally install the 
display. 

Another mistake authorize 
window installations display 
service open free booking 
basis. 

Just architect reveals his 
building plans the builder, 
must specifications color and 
design given the window in- 
staller. Seagram’s use pho- 
tograph stereo viewer make 
these specifications available each 
member the sales force meet- 
ings which are held just prior 
each and every Seagram window 
campaign. 


considers window dis- 
plays primary part its sales pro- 
motion campaign and produces eight 
different displays year. 
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give the photographic specifi- 
cations the salesmen that they 
can use them approach the dealer 
and discuss with him the entire pro- 
gram and how can better secure 
his proportionate share the accru- 
ing benefits having the display 
properly installed his establish- 
ment. 

However, even the Seagram rep- 
resentative does not have the au- 
thority book installations pro- 
miscuously. His reports must 
controlled also, and for that reason 
window lists acceptable locations 
are kept our state offices. All in- 
stallations are confined the names 
these lists, and changes can 
made only with the approval the 
state manager. 


The Seagram’s representatives are 
provided with special forms for 
transmitting accurate information 
the installer. addition, they must 
apprise the retailer the effec- 
tiveness and purpose correct win- 
dow display installations and must 
obtain the retailer’s assurance that 
sufficient merchandise will avail- 
able warrant the installation 
his store. 

important that these window 
lists are constantly revised keep 
abreast the changes are 
always taking place the market, 
and these revisions are the concern 
sion manager down the salesman 
the street. 

Once year make complete 
review these window lists fur- 
ther assure they will not become 
outdated. also keep record 
installation costs for each outlet, 
can make check comparative 
costs current installation against 
past installation. 


final insurance, strict in- 
spection procedure followed, and 
this, like the window lists, every- 
one’s job, although primarily the 
Seagram missionary man assigned 
given territory responsible. 
believe window display instal- 
lations can very productive 
force, but successful and pro- 


ductive this force needs, above all, 
supervision. Someone said, 
body’s business nobody’s business.” 
But window display installations, 
effective, must necessity get 
the kind supervision that becomes 
everybody’s business. 


How Retail Druggist 
Uses Display Material 


Richard Hofman 
Owner 

Hofman Drug Store 
Ottumwa, lowa 


From iron ore alarm clock, this 
product travels total distance 
2,582 miles. Yet has failed 
travel the last foot its journey, 
which the distance from the back 
counter Mrs. America’s 
shopping bag, fails make that 
last foot, the whole effort has been 
wasted. 

You can see the efforts gone into 
the mining company, the ship- 
ping company, the steel mills, the 
railroads, the manufacturer, the ad- 
vertising agencies and all the media 
that they employ newspapers, tv, 
radio—truck lines, wholesalers 
thousands people, thousands 
the whole thing comes 
twelve inches. 


things are involved get- 
ting this alarm clock 
counter? 

You must have good merchan- 
dise. must well made. must 
competitively priced and able 
hold its own the market. 

You must have advertising. You 
would probably call that acceptabil- 
ity. 

You must have good display, not 
only the windows but also the 
shelves the store displays which 
fairly shout the passerby, “Look! 
Remember me? You saw last 
night tv.” Or, “You read about 
Life The Saturday Evening 
Post Look.” 

good many stores figure that 

good window displays will pay for 
their rent. And you think that 
window shopping not national 
pastime, just down State Street 
Michigan Avenue right now and 
watch the hundreds people drool- 
ing and dreaming. sell you 
have display it. 
must consider the proper 
clerks. detect few faint smiles 
here? 

The retail clerk unfortunately 
the weakling the chain dis- 
tribution, and because that 
fact are seeing such large and 


overwhelming shift self service, 
and the trend continues then the 
work display people becomes more 
and more important. 


>The vast majority retail outlets 
are small operations which the 
owner the manager called upon 
dition everything else, 
usually the display man. the 
best displays are those which are 
simple, easy set up, displays that 
don’t require degree architec- 
tural engineering get them out 
the firing line. 

Many times window displays are 
elaborate they completely over- 
shadow the merchandise, and al- 
though you see the display you don’t 
know what actually showing. 

the last year two, have 
seen the advent battery-operated 
motors that run these displays. 
wonder how many you folks have 
ever put one those things 
window? wiggles and waggles 
and about the second day the bat- 
tery begins get kind tired and 
quits. our window you have 
set the thing certain place and 
when the battery quits you have 
tear out half the window get 
again. 

The biggest enemy display people 
have the retail independent him- 
self. doesn’t have district man- 
ager and regional manager and 
sales manager insisting that get 
this display set certain date 
and ready go. Because that 
reason, lot fine displays into 
the basement, gather lot dust 
and mildew and eventually 
the ash heap without ever hav- 
ing been used. That tragic waste 
your time and your effort and 
your money. 


How About 


Speculation? 


Donald Hutchinson 

President 

Point-of-Purchase Advertising Institute 
New York 


Speculation has been point-of- 
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GRAFOREL 


EASY 
MAKE 3-D 


Ready-gummed, just moisten and apply 

Will hold securely any dry clean surface 

Can used natural cork 

Takes all types paint any color 

Buy 100 300 letter fonts 

Letters can purchased individually 

For display, exhibits, movie titles, advertisers 


Write phone for samples and catalog. 


GRACE LETTER CO., INC. 


FIFTH AVE., NEW YORK 
Dept. 1-0850-1 
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FULL Sales 


orize, glorify 


Telephone: 


purchase headache for 
twenty-five years, and there 
rule thumb that says how this 
problem should handled. 

Point-of-purchase 
clude manufacturers plastic, glass, 
wood, metal, rubber and all types 
lithographed, printed and cardboard 
displays. Generally speaking, these 
break down into two types manu- 
facturers permanent displays and 
manufacturers non-permanent 
displays. 

The problems the supplier 
non-permanent displays are long 
standing and deep rooted 
most difficult solution. number 
years ago effort was made 
draw method uniform pro- 
cedure which all lithographers 
would adhere, but unfortunately 
there were always one two weak 
sisters hungry for business they 
had regard for the code ethics, 
and the project was abandoned and 
never attempted again. 

This the fault the client and 
the client because 
has taken advantage the 
ness hungry salesmen submit 
indiscriminate costly artwork with- 
out proper regard the risk in- 
volved—the supplier because 
allows such condition exist. The 
effect increase prices and 
invite inferior displays. 


>The client pays the cost this 
speculative art one form an- 
other, higher overhead, higher 
markup, other ways. The an- 
swer, there answer, would 
seem lie two things: 

client should invite more than 
three suppliers, four most, sub- 
mit suggestions. Time will tell which 
three four consistently can 
relied for worth while ideas. 
have seen cases where ten more 
suppliers have been called in, with 
the result that the total amount 
spent for speculative art amounted 
more than the selling price the 
job. 

The original presentation should 
limited pencil sketches only. 
advertising sales promotion 
manager cannot visualize good 
idea from pencil sketch, has 
business that particular job. 
supplier violates this rule and comes 
with colored sketch compre- 
hensive make impression 
the client, should immediately 
disqualified from further considera- 
tion. two suppliers come with 
equally interesting ideas, they should 
both asked little further 
with color, until one the other 
eliminated. 


>The supplier the permanent 
type display has somewhat dif- 
ferent problem. This branch our 


industry has come the fore 
comparatively recent years. They 
have been able benefit our 
mistakes and eliminate many 
the evils have been forced put 
with. 

most cases, color sketches and 
models are paid for with the under- 
standing that these costs will ab- 
sorbed the over-all per unit cost 
should order eventuate. 

many instances necessary 
conduct extensive surveys de- 
termine active contact with deal- 
ers the form the displays must take 
the job. some instances, 
artwork must then prepared and, 
most instances, models must 
constructed, 
costly molds, depending upon the 
material used. 

These costs must eventually 
borne the client. present, most 
surveys are paid for the client 
time basis pre-arranged figure 
per hour. 


Like CLOCK-RADIO? 
Your idea may the answer 
See Page 
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DURABLE RUBBER PRODUCTS CO. 
COATED 
ORegon 
ts 


Phil Seitz 
Los Angeles Correspondent 


One the more impressive new 
programs the past year has 
been “Medic,” telecast NBC-TV 
under sponsorship Dow Chemical 
Co. 

Based the objective produc- 
ing series illustrative “the art 
well the science medicine,” the 
program quickly moved into high 
ratings, following its debut the fall 
1954. 

While “Medic” has received much 
critical acclaim, its quick climb 
ratings can also least partially 
attributed the publicity garnered 
for it. Like every national program 
the show has been publicized con- 
ventional publicity planting col- 
umns, interviews, personality items 
and program notes. 


campaign, through Carson, Roberts, 
Inc. (Los Angeles) and Ursula Hal- 
loran Associates (New York), has 
been outstandingly successful ob- 
taining coverage publications not 
normally open publicity. 

The specialized campaign based 
pin-pointing specific groups in- 
terested the medical subjects 
covered specific programs. re- 
sults from survey made last Au- 
gust among groups people con- 
cerned with medical subjects and 
the field public health. 

was learned that supporters of, 
and workers in, social 
thropic organizations concerned with 
the prevention and cure specific 
diseases number the millions. 
this category are also groups con- 
cerned with such activities nutri- 


Publicity Sells Show 


case history showing how effective 


publicity program has played vital role 


tion, safety, hospitalization, insur- 
ance, scientific research and nursing. 
All these people were recognized 
having ready-made interest the 
medical 
“Medic.” 

From this survey, lists organiza- 
tions were developed and classified 
fields interests. From this 
definite program has been developed 
gain valuable publicity what 
would normally unreachable news 
outlets. 


The program works this manner. 
The Carson, Roberts-Ursula Hal- 
loran team given the script for 
each program about two months be- 
fore scheduled for telecast. The 
script first used make medical 
synopsis for the American Medical 
Assn. This synopsis must ap- 
proved the committee the 
Los Angeles County Medical 
which also functions pass the 
program itself. The American Medi- 
cal Assn. then takes care distribu- 
tion the approved synopsis its 
appropriate member organizations. 
There are some 1,900 medical publi- 
cations the country, some which 
can and have carried stories. 

The program script then studied 
terms the interests special 
groups. From this comes letter 
the group concerned. typical letter 
that sent the New York Variety 
Club, Foundation Combat Epi- 
lepsy, Dec. 17, 1954, for program 
scheduled for Jan. 1955. 

The letter explains the background 
and authenticity “Medic” and then 
gets down cases: believe you 
will interested know that the 
“Medic” program Jan. will 
devoted case history epilepsy. 


the success prize-winning 


are hopeful that this drama, 
‘Boy Storm,’ will foster wider 
understanding the problem this 
disease. can any assist- 
ance with more detailed information, 
such press releases, photos fea- 
ture material will happy 
comply with your request. may 
possible release this film you 
after shown. The Dow Chemical 
Co., sponsor ‘Medic,’ 
arrangements allow special show- 
ings ‘Medic’ films. Perhaps this 
film will meet some your public 
educational program needs.” 

result this contact, the 
Foundation Combat Epilepsy ran 
two stories the show its news 
bulletin and sent out 5,000 postcards 
telling people the show and urging 
them tune in. 
>There are numerous examples 
pin-point approach that have re- 


Program Publicity California Gover- 


nor Goodwin Knight, center, joined Jim 
Moser, creator-writer left, 
and Van Aiken, president the 
Greater Los Angeles Safety Council, 
give impetus local tie-in publicity for 
Christmas driving. 


| 
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Cooperative Publicity photos taken 
for advance publicity polio program, 
the March Dimes seal was prominently 
displayed for releases issued the 
National Infantile Paralysis Foundation. 


sulted general publicity. recent 
show, “Flash dealt 
with the medical aspects 
H-bomb attack Los Angeles and 
other major cities, and the role 
Civil Defense personnel averting 
total disaster. 

conceiving and outlining 
complete press coverage campaign 
for the Federal Civil Defense Ad- 
ministration, based getting its 
chief, Val Peterson, make 
recruitment plea the end the 
film, was possible add the full 
weight nationwide publicity 
and press contacts the regular 
coverage. 

tie-up with the National Safety 
Council was effected connection 
with “Red Christmas,” program 
dealing with the annual Christmas 
office party and subsequent auto 
accident due drunken driving. 
Bulletins were printed the Na- 
tional Safety Council internal house 
organ, and press releases na- 
tional basis were planted NSC 
publicity personnel. 


cooperation was obtained 
from the National Infantile Paralysis 
Foundation and the March Dimes 
for program depicting infantile 
paralysis. The national organization 
also supplied respirators used 
producing the film. 

show about cleft palate sufferer 
developed public relations and pub- 
licity cooperation the Junior 
League. This group requested and 
was given permission show the film 
its membership. 

Based results, felt this 
recruitment thousands unbiased 
and no-ax-to-grind volunteers get 
behind publicity about medical prob- 
lems which they are interested 
has been extremely effective. Mean- 
while, the “Medic” rating, which 
fluctuated between and the 
first few months, had climbed stead- 
February 1955. 


“Full Speed Ahead” for 
Emergency Recordings 


one knows exactly how many 
records for recording commercials 
were broken when WGAN (Port- 
land, Me.) taped four radio and 
transcriptions for Harold Cabot 
Co. Inc. (Boston), advertising agen- 
England manufacturer dairy 
products. The complete job, includ- 
ing lining talent, equipment and 
sound effects, took only minutes 
from start finish. 

The emergency operation devel- 
oped when vice-president William 
Ganick and account executive 
Richard Smith arrived Portland 
raging Maine blizzard address 
meeting Hood ice cream sales- 
men from the Northern New Eng- 
land territory. The agency men were 
scheduled put presentation 
the Hood ice cream advertising 
and promotion schedule 
summer, major effort involving 
complete program for newspapers, 
radio and television point-of- 
purchase displays. 

Ganick and Smith arrived Port- 
land about noon and were scheduled 
appear before the salesmen 
p.m. their consternation, they 
discovered that the transcriptions, 
illustrating the radio and section 
the advertising schedule and 
vital part the presentation, had 
been left Boston. 


12:15, Ganick called WGAN, 
where Francis (Pete) Farnum, pro- 
gram manager, and Richard Bates, 
commercial manager WGAN-TV, 
immediately went into action. They 
pulled announcer Charles (Chuck) 
Sanford off the air, warmed 
tape recorder and dug out discs 
“Doggie the Window” and “Bi- 
cycle Built for Two,” which were 
used commercials announcing 
prize contests. 

Ganick and Smith arrived the 
studio, handed scripts story- 


“And when you want real smoke, 
reach 


board Sanford and the team went 
work. 12:17, only minutes 
later, the job was done. Not only 
that, but was put the tape 
the proper sequence and timing for 
the presentation the sales meeting. 

The station staff gave the agency 
men portable playback machine 
use and they took off for the meet- 
ing. They arrived with few min- 
utes spare, put the two-hour 
presentation got rave reviews 
from the salesmen, traditionally 
“tough” audience. One veteran 
years selling Hood’s ice cream 
called “the best program the com- 
pany has ever given us.” 


Free Film for Groups 
Previewed 


new wrinkle was added its 
offering free films Association 
Films Inc. (New York) when the 
company made possible for busi- 
ness and community leaders pre- 
view film their own homes be- 
fore ordering for group showings. 

The film, five-minute cartoon 
produced UPA, called “Second 
Sight Sam,” was televised over 
stations the CBS-TV network 
part the program, “Let’s Take 
Trip.” 

The film deals with voluntary 
health insurance and presented 
public service the Health In- 
formation Foundation. available 
free for showings business and 
industrial groups, clubs, high schools, 
churches and other community or- 
ganizations from Association Films 
Inc. 


Cookie Baking Offer 
Help Sell Ranges 


Don’t surprised when you 
walk into appliance store you 
smell gingerbread 
It’s all right, not imagining it. 

new promotion for Norge 
ranges. Called the “Bake Take,” 
the plan demonstrate the many 
features Norge ranges letting 
women customers mix bake 
gingerbread cookies the ranges. 
After the baking the women will 
take the cookies home their fam- 
ilies. 

Connell, Norge vice-presi- 
dent sales who announced the 
new promotion, says, “The ‘Bake 
Take’ the best way show women 
all the economy features the new 
ranges. Dealers can complete their 
sales presentations the time the 
cookies come out the 

The gingerbread mix, use 
range and carry-out bag for the 
cookies are “on the house.” Quaker 
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vice-president sales, delivers cookie 
pretty shopper inaugurate Norge’s 
new promotion, the Take.’’ The 
plan will demonstrate new Norge ranges 
permitting women bake cookies 
the store. The women shoppers then will 
take the cookies home. 


Oats Co. will supply the dealers 
with Aunt Jemima gingerbread mix 
and gaily decorated bags. Norge 
dealers will provide mixing bowls 
and cookie sheets. 


Tele Develops New 
Device For Speakers 


Speakers have worry 
about forgetting important points 
bother shuffling through pages 
notes—they can use new device de- 
signed Tele Corp (New York). 

Called the Speech the new de- 
vice electrically operated ma- 
chine that rolls copy speech 
line line before the speaker’s 
eyes. The machine can adjusted 
roll the speech whatever speed 
best for the individual speaker’s de- 
livery. Easily portable, the machine 
measures 8x10” and can placed 
inconspicuously lectern and 
used without the audience detecting 
it, the company says. 


Aid 
cue machine developed Tele Corp. 
rolls copy the speech line line 


before the speaker’s eyes speed syn- 
chronized with his delivery. 


This portable speech 


The machine easily stopped for 
interruptions from the audience 
can speeded when time 
growing short. For best results, Tele 
recommends that copy for the ma- 
chine prepared standard bul- 
letin typewriter with typeface. 

The unit comes with supply 
paper, editing kit and carrying case. 
retails for $495. 


Commercial Slides 
Are Custom Designed 


Custom designed commercial 
slides are available hours from 
Selevision Commercials, Inc. (Port- 
land, Ore.), according new 
folder. After the copy written and 
style indicated, the layout, finished 
artwork, hand-lettering, photo-com- 
position, background styling, picture 
and trademark copying, slide mak- 
ing, duplicating, mounting and ship- 
ping are all completed the firm 
hours. 

Each set two slides custom de- 
signed and hand-lettered. Suggested 
styles for general guidance the 
selection layouts are pictured 
the file folder, which also includes 
copy sheets and order blanks. 


For your copy circle No. 708 the 
Service Card inside back cover. 


“Fun Reduce” Sponsors 
Offered Tie-in Premiums 


Special merchandising material 
give-away self-liquidating pro- 
motions have been offered low 
rates sponsors Guild Film’s 
lively film show, “It’s Fun Re- 
duce.” Included are special record, 
reciting the exercise movements 
which are part the show; exercise 
charts which viewers use part 
their reducing routine; window 
streamers; endorsement placards; 
and envelope stuffers pushing the 
program. 


Now get move- 
ment your 
slides for almost 
the same cost 
still slides. 


Keep 
Good Woman Down 

More and more women are being 
used the commercial field, accord- 
ing Henry Brown Agency, 
artists’ representatives company. 

During the last six months 1954, 
56% the live commercial jobs han- 
dled the agency were done 
women. The gals handled 51% the 
filmed commercials during the same 
period, too. 

viewers (including 
women have confidence what 
saleswomen have say,” Mr. Brown 
says. 

The agency also noted drop 
the average age women announcers. 
They used the 35-40 age 
bracket. Now the majority them are 

Oh, yes. The release announcing this 


information was signed Elinor Frank 
woman! 


Margaret Firth, was originally live 
program Pittsburgh. Now 
nationally syndicated Guild Films 
for five-day-a-week daytime pres- 
entation. 


Versatile Process Camera 


process camera that’s useful for 
copying, enlarging, reducing, layout 
and scaling art and production 
negatives has been announced 
Bullock Co. (Madison, Wis.). 

Finished natural birch, the cam- 
era occupies about the same space 
standard filing cabinet. may 
wall, dismounted for horizontal 
table bench use like conven- 

Priced $269.50, the Bullock cam- 
era complete with stand, combina- 
tion photographic back, plate glass 
for tracing and lens board. 


Send for sample 
reel and descrip- 
tive literature. 
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SLIDES 


When you deal with Monsen, you are assigned 
personal Account Service man who knows 


typography and quickly learns your needs. 


His job give you whatever help you require planning and 


the shop. gets your job going right, first time, and 
keeps schedule. large staff top craftsmen cast, set 


proofread and pull the final proofs your work with the finest 
equipment available give you the kind typography you want 
the time you want it, day night, matter where you are. 


And one more than few air mail hours from 


Monsen plant. Monsen pays all postage, coming and going. 
Write today for our 
Typographic Handibook 
and Monsen Mail Service Kit. 


Chicago 

East Illinois Street 
Los Angeles 

928 South Figueroa Street 
Washington D.C. 

Street, N.W. 
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Raymond Hopper 


Not every piece commercial 
typography warrants being dolled 
like chippy going her first ren- 
dezvous. There are many occasions 
when such treatment would out 
place well needlessly expen- 
sive. When constitutes mere non- 
functional ornamentation, only 
interferes with getting the advertis- 
ing message over quickly. 

But, even when addressing prin- 
cipally audience that would have 
aversion dirty shirt, the 
seriousness the subject and the 
self-respect the advertiser should 
evident the character the 
presentation. Sloppy composition 
and format never have any excuse. 
They never arise from economy, but 
always from lack thought and 
care. And they are recognized 
adversely even readers who are 
not experts typographic niceties. 

costs more money for 
intelligent selection and careful use 
type relation the subject 
than for inconsistent choice and 
haphazard handling. ought 
obvious that one can present 
message sympathetically until 
knows what the real message is. Yet, 
one amazed how common the 
practice specifying type and treat- 
ment without any regard for the text. 
The careful production man’s first 
step should always read the 
copy, order obtain clear sense 
its spirit. 


few years ago, had indus- 
trial paper double spread handle 
for large advertiser. The copy con- 
sisted only three paragraphs, each 
which treated successively how 
things used that particular 
field, how they were today, and what 
was being forecast the advertiser 
for the future. 

would have been the easiest 
thing the world specify any 
good standard typeface and get rid 
the job fast. Instead, had the 
first paragraph set pt. Cloister 
solid, introduced with set-in Clois- 
ter The second was set 
pt. Bodoni leaded pts. For the 
last, used Futura leaded pts. The 
paragraphs were separated three 
nonpareil reglets. 

There was nothing either bizarre 
expensive about the over-all ef- 
fect, but gave fresh treatment 
that showed some thought and was 
consistent with the theme—and both 
were appreciated the client’s ad- 
vertising manager! Don’t 
quick let the art department set 
the style, unless the art the main 
message. Artists, and especially lay- 
out men, notoriously disregard the 
copy, but that only imposes greater 
responsibility craftsman-minded 
production man. 


>The next step see that your 
compositor does the kind job his 
apprenticeship alone should have 
trained him do. Even the low- 
liest work, certain niceties crafts- 
manship have their inalienable place. 
not necessary make your 
typographic salesman wear orchid 
his buttonhole. But linotype com- 
position can set carelessly and 
loosely slapped out slugs, or, 


SHOWMANSHIP 
PRINT 


TYPOGRAPHER OFFERS SOME TIPS FOR 
PUTTING SHOWMANSHIP INTO YOUR 


SELECTION ADVERTISING TYPEFACES. 


more expense, well spaced and 
justified hand type. But usually 
you will have play the part 
ringmaster, cracking the whip 
occasion. 

once gave out booklet job 
set pt. Bodoni. Specifications 
had and were precise. When 
the galley proofs came in, found 
the compositor’s notion word spac- 
ing evidently was limited nut and 
even mutton quads, and sometimes 
even wider. Maybe got paid per 
thousand ems and made more that 
way for less work. But the text ran 
the booklet several pages too long, 
and had over. Otherwise, 
the reader would have fallen through 
the holes the text, and the whole 
job re-laid out. 


close word-spacing. That 
generally 3-to-em, but 4-to-em 
will give better, evener appear- 
ance, and likely cost you less 
the long run. you use any 
the modern copy-fitting systems for 
casting up, that the kind spac- 
ing they are based on, and you'll 
sadly awry using anything else. 
will pay you have clear under- 
standing with your compositor 
this point, whether you want high- 
brow run-of-mine setting. 

certain words phrases must 
emphasized, never underline; it’s 
completely outmoded. But care- 
ful use real italics instead 
obliques, you expect readers 
distinguish them easily 
Roman. Consult previous article, 
the comparative slopes various 
italics and obliques Has Its 
Own Domain,’ November AR), 
and you may more keenly appreciate 
the importance this point. 
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why not 
come 
with 
something 


Warwick Flexset photographic method which can reproportion 
change many interesting ways, block text, word, headline 


even piece artwork. 


can photographically bend, squeeze, squat slant type capture 
the exact spirit the artist’s layout where available type faces fail so. 


Write for booklet showing some the many possibilities Warwick 
Flexset, including drop shadow, outline, screen and other novel effects. 


REACHES 
MORE 
ADVERTISING 
AGENCIES 


DEPT. F-30,920 WASHINGTON AVENUE, ST. LOUIS MO. 
Overnight air mail from most the United States 
WARWICK SERVES CLIENTS STATES, CANADA, MEXICO AND CUBA 


for more details circle 851, page 119 


than any other publication. 
you sell advertising 
services, materials and 
equipment through 
will reach the top 
response. 


ADVERTISING REQUIREMENTS 


Where the copy contains words 
set capitals, specify small caps 
whenever possible. They look less 
like maggots crawling over the page, 
and avoid the choked-up effect that 
caps always give unless the lines are 


well leaded. 


lines enough for maximum 
legibility, having suitable regard for 
the typeface used. Oldstyle types, 
even those with short descenders, 
require less leading than modern 
faces, but nearly all should have 
some. space limited (and when 
isn’t it?), use the next smaller type 
size and devote the saving more 
leading. gain readability 
and also cleaner appearance. This 
the utmost importance with sans 
serif square serif typefaces. Both 
these can very beautiful when 
handled properly, but probably noth- 
ing can easily look cheap and 
shoddy sans serifs set solid. 

Also, avoid falling into the habit 
using sans serifs for everything, 
the mistaken belief that they are 
most legible. They are NOT. sizes 
from pt. down, the lower-case 
and are distinguishable only with 
difficulty. are the and The cap 
Probably most your readers have 
optical weaknesses and wear need 
glasses. There are many better faces 
that, small sizes, will impose less 
strain such readers’ sight. And 
well remember that there are 
more older people the thousand 
population than there were twen- 
thirty years ago. Type should 
set read, not guessed at. 


very versatile and valuable 
tool the typographer’s kit that 
being used too seldom and misused 
too often the introductory initial. 
Yet, nothing else capable 
giving lift type-set copy prac- 
tically expense. Whether used 
elegance, suitably handled initial, 
like charity, can cover multitude 
sins. And the range possibilities 
limited only the production 
man’s experience 
Nine variations are illustrated here 
(see page 63) merely suggestions 
and demonstrations the correct 
handling. 

Above all, avoid having your ini- 
tials floating surrounding white 
space. set flush with the text, 
sure they are flush top and bot- 
tom with adjacent lines. Where both 
are impossible, slight lift above the 
top line better than not lining 
the bottom. careful study the 
conventional and “free thinking” 
examples shown here will guide you 
more safely than host do’s and 

The only excuse for type all, 
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OUTHFULNESS effect and 
sense eager expectation can 
achieved with stick-up Bodoni 
Open initial, closely notched, and 


Bodoni Italic text well leaded. 


OWEVER you it, the 

vivacity any Raleigh 

Initial will always add sparkle the body type. 

combination with light-face types, like this Garamond 

Oldstyle, its weight impressive without being im- 

posing, and its erratic grace blends well with either 

oldstyle modern romans. Note how the first word, 

small caps, not capitals, shelters under the loop 
the instead being flush with the top. 


UST FEW Georgian Initials lend 
themselves this treatment, but all 
look handsome. Only and can 
completely hung the margin. But 
where margins are wide, makes 

attractive and lavish appearance. The 
can approximate the effect 
aligning the vertical stroke with the 
left end the text, and the and 
doing the same with the point 
the base. Other letters are generally 
best set into the text square. 


DAPTATIONS hand-drawn letter 
forms that adorned early manuscripts 
and liturgical books, Calligraphic Initials 
when used combination with types 

craftsmanship feeling, such Cloister, Medieval, and 
Benedictine. However, they lend elegance any old- 
style romans. better notch just below the top 
cross-stroke, set the first word close, than leave too 


much white space around the initial. 


ASCINATING effects are ob- 
tained the thoughtful use 
Initials. These Swash Capitals 
are versatile that they suit almost 
any oldstyle roman normal width and also 
many modern faces such Caledonia, Waver- 
ley, and Fairfield. 


REEING from rules 
more than usual attrac- 
lower case Lydian Cursive 
starting the middle the 
line and cutting into the text only one many 
similar tricks brighten plain type. choosing 


sometimes lead effects 
tiveness. use this 
initial with flowing tail 


lower case letter, however, sure quite un- 
standing alone. 


( it s 
( 


accomplished the use 
Dutch Initials. When lines are well lead- 
ed, let the serolls the base the initial 
hang between; align type the left the 
fundamental letter the top 


above the first line. 


HENEVER dainty, unconven- 

tional treatment desired, try Bern- 

hard Tango Swash always has 

fresh appearance. Here, aligning has 

been the significant parts the letter, 

but there are few, any, rules, and good taste alone 
governs. Each character must treated individual- 


ly. But fit the text close the initial always. 


egularly, jobs crop that should treated 

style rugged individualism, less or- 

namental than vigorous. Try Brush capitals 

with body type like Bookman Cloister. 

not set the first word capitals; use lower case. 

Regulate the length the lines the right the 

initial their left ends form diagonal parallel with 
the down stroke the initial. 
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decades 


Inspirations 


the past thirty years, Westvaco Inspirations for 
Printers has selected stimulating ideas for the apprecia- 
tion those who are interested creative aspects 
graphic production. The world art has been repre- 
sented works old masters and famous modernists. 
Moreover, this publication has reproduced outstanding 
illustrations and pictorial design from contemporary 
advertising sources. doing so, Westvaco Inspirations 
for Printers has centered attention the excellent 
creative standards achieved America’s commercial 
artists and photographers. 


commemorate its thirtieth anniversary, Westvaco 
Inspirations for Printers commissioned Miré, the dis- 
tinguished modern artist, create the cover painting 
for Issue Number 200. Not that all Inspirations fans 
dote modern art, you know. But they enjoy the 
discovery what new and creative the graphic 
arts. And, modern art critics agree, the most 
creative the post-Picasso generation artists. 


Brilliant achievements the advertising arts require 
matching standards craftsmanship printing and 
papermaking. every printing operation, especially 
where pictorial subjects are reproduced, the choice 
the right paper essential. Printers and advertisers can 
rely Westvaco fine papers provide the proper 
selection for effective graphic results. More than half 
century papermaking skill and scientific research are 
invested producing Westvaco fine papers for specific 
requirements every technique presswork. 


Issue Number 200 Westvaco Inspirations for Printers 
brings you “flash-back” the developments 
printed salesmanship during three eventful decades. Ob- 
tain free copy this publication merely request- 
ing it. Phone write your nearest Westvaco distribu- 
tor any the Company addresses listed this page. 


artist 


Joan Miré was born Montroig, Spain, 1893. entered 
the School Fine Arts, Barcelona, 14, studying for two 
years before parental persuasion caused him become 
clerk. Later studied the Gali Academy, and from 1915 
worked independently and without scholastic conventions, 
spending part each year Paris. first exhibited 
Barcelona 1918, and subsequently many times Paris 
and New York. painting has experimented with 
many mediums, and also sculptor and lithographer. 
mural commissioned Cincinnati hotel was shown 
first the Museum Modern Art, New York City, 1948, 
and 1951 completed panel for Harvard University. 


West Virginia Pulp and Paper Company 


Painted for West Virginia Pulp and Paper Company 


By Joan Miro 


230 Park Avenue, New York 
East Wacker Drive, Chicago 


503 Market Street, San Francisco 
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AKRON, O. 

The Akron Typesetting Co. 
ALBANY, 

Composition Service Co. 


ATLANTA, GA. 

Higgins-McArthur Company 

BALTIMORE, MD. 

The Maran Printing Co. 

BOSTON, MASS. 

The Berkeley Press 

McMennamin 

BUFFALO, N. Y. 

Axel Edw. Sahlin Typographic 
Service 

CHICAGO, ILL. 

Bundscho, Inc. 

The Faithorn Corp. 

Hayes-Lochner, Inc. 


Runkle-Thompson-Kovats, Inc. 


Frederic Ryder Company 
CINCINNATI, O. 

The Ford Company 
CLEVELAND, O. 

Bohme Blinkmann, Inc. 
Schlick-Barner-Hayden, Inc. 
Skelly Typesetting Co., Inc. 


COLUMBUS, O. 

Yaeger Typesetting Co., Inc. 
DALLAS, TEX. 
Jaggars-Chiles-Stovall, Inc. 
DAYTON, O. 

Dayton Typographic Service 
DENVER, COLO. 

The Hirschfeld Press 
DETROIT, MICH. 
Arnold-Powers, Inc. 

The Thomas Henry Co. 
Fred Morneau Co. 
George Willens Co. 
INDIANAPOLIS, IND. 

The Typographic Service Co., Inc. 
KALAMAZOO, MICH. 

Claire Mahoney 
LOUISVILLE, KY. 

The Ford Company 


MILWAUKEE, WIS. 
Arrow Press 


MINNEAPOLIS, MINN, 
Duragraph, Inc. 


TYPOGRAPHY THAT 


NEW YORK, N. Y. 

Service Company 
Advertising Agencies’ Service Co., Inc. 
Advertising Composition, Inc. 
Artintype, Inc. 

Associated Typographers, Inc. 
Typographic Service, Inc. 
Central Zone Press, Inc. 

The Composing Room, Inc. 
Composition Service, Inc. 
Diamant Typographic Inc. 
Edwards Typography, Inc. 
Empire State Craftsmen, Inc. 
Graphic Arts Typographers, Inc. 
Huxley House 

Imperial Service 

King Typographic Service Corp. 
Lino-Craft Typographers, Inc. 
Master Typo Company 

McDermott, Inc. 
Chris Inc. 

Frederic Nelson Phillips, Inc. 
Philmac Typographers, Inc. 
Royal Typographers, Inc. 
Frederick Inc. 
Harry Silverstein, Inc. 

Supreme Service, Inc. 


Tri-Arts Press, Inc. 

Typographic Craftsmen, 

The Typographic Service Co. 
Vanderbilt-Jackson Typography, Inc. 
Kurt Volk, Inc. 


NEWARK, N. J. 

Barton Press 

William Patrick Co., Inc. 
PHILADELPHIA, PA. 

Walter Armstrong, Inc. 
Alfred Jordan, Inc. 
Progressive Composition Co, 
Typographic Service, Inc. 
PORTLAND, ORE. 

Paul Giesey Typographer 


ST. LOUIS, MO. 
Warwick Typographers, Inc. 


SEATTLE, WASH. 
The Deers Press 
Frank McCaffrey 
SYRACUSE, N. Y. - 
Syracuse Typesetting Co., Inc. 


TORONTO, CANADA 
Cooper Beatty Limited 


The firms listed are each qualified 
experience, equipment and fine craftsmanship 
handle your regular and your most exacting 
advertising typography with service that 
will improve the standards your work. 
you are not using one them now, why 
don’t you get touch with member and 
hear his story. will worth your while. 
Advertising Association 


Ame Inc Offices: 461 Eighth Avenue, New York City GLENN COMPTON, Executive 
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advertising, get the sales mes- 
sage across quickly and easily. Neg- 
lect that, and opportunity the 
advertiser paying good money for 
muffed. Large amounts are spent 
for artwork and plates, aid this 
fundamental purpose. too much 
expect that the production man 
should devote much time and 
thought presenting the advertis- 
manner salesman does wear- 
ing clean collar and shining his 
shoes before calling prospects? 


Linotype Folder Shows 


New Monticello Face 


new folder displaying the com- 
plete Monticello series 10, 
11, 12, and pt. offered Mer- 
genthaler Linotype Co. (Brooklyn). 
The folder shows group enlarged 
letters show detail. 

Monticello distinguished re- 
cutting what has been called “one 
the great type faces all time,” 
according the folder, and was first 
cast Binny Ronaldson Phila- 
delphia about 1796. classified 
transitional design between the 
old style and modern faces. The first 
significant use the new cutting 
the 50-volume “The Papers 
Thomas Jefferson,” published the 
Princeton University Press. 


For your copy circle No. 714 the 
Reader’s Service Card inside back cover. 


American Type Founders 


Reveal Franchise Plan 


new plan having authorized 
franchised ATF type dealers the 
principal distribution cities has been 
announced American Type Foun- 
ders (Elizabeth, J.). Each dealer 
will receive exclusive ATF type 
franchise for defined geographic 
market area and will carry ample 
stocks all sizes and faces ATF 


“A, Garmond Bold 


Bodoni 


foundry type, selected meet the 
needs the area. 


This plan franchised dealer dis- 
tribution designed make foun- 
dry type more readily available 
printers and specifiers throughout 
the country. 


New Equipment Makes 
Photocopies Minutes 


Guess work has been taken out 
the making photocopies with new 
equipment called Dial-A-Matic 
Auto-Stat, being marketed Amer- 
ican Photocopy Equipment Co. (Chi- 
cago). Setting the dial match the 
type original automatically pro- 
duces sharp, dry copy anything 
written, printed, drawn photo- 
graphed about seconds. 

The newly designed model has 
maximum paper width 15” with 
limitation the length the 
paper that can handled. The di- 
mensions are 24” long, deep, and 
wide. The developer tank filled 
and emptied squeeze bottle and 
tube the operator never comes 
contact with solutions. 

illustrated booklet with full 
details offered the manufac- 
turer. 


For your copy circle No. 715 the 
Reader’s Service Card inside back cover. 


Booklet Tells Businessmen 


Facts about Agencies 


little booklet that fills 
need “What Every Businessman 
Should Know About Advertising 
Agencies,” created and offered 
the League Advertising Agencies 
Inc. (New York.) 

Specifically designed explain 
business men the functions and serv- 
ices advertising agency, the 
booklet includes pages straight- 
forward answers questions that 
are asked every day. 

Major topics discussed the 
booklet include: 

What does advertising agency 
do? 

How advertising agency 
paid? 

How select advertising 
agency. 

The agency-client partnership. 

How get the most from your 
agency. 

Standard terms and conditions 
agency-client relationship. 

Scope advertising agency serv- 
ices. 

statement advertising prin- 
ciples concludes the booklet. Copies 
may had without cost from the 
League Advertising Agencies Inc., 
220 42nd St., New York 36. 


the 
WHO 
OWNS 


*over 800 agencies, advertisers, 
studios do! 


This the 
FILMOTYPE 


American advertising’s favorite 
photo composition machine. The 
Filmotype library includes over 
800 styles and sizes 


DISPLAY TYPE 


any which you can produce 
with flick finger! 


Inject the sales-stimulating attraction 
rich-looking hand lettering into every 
ad, every piece literature and 
for less! Filmotype amazingly easy 
operate convenient desk-top size 

almost instantly produces sharp, 
black proofs ready for paste-up! Ask the 
man who owns one—Filmotype mul- 
tiplies readership well economy! 


Filmotype can yours 
you spend only 
$45 month for hand lettering 
and display type! 
Get the full details see for yourself 
how works. Write for FREE demon- 
stration today! 
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When time short and the pressure’s on, the attention Advertising Management 


becomes harder and harder corner. That’s when secretaries and receptionists begin 
greeting callers with: “I’m sorry, he’s conference”; “I’m sorry, he’s out for the day”; 
“I’m “I’m sorry Result: salesmen cooling their costly heels and unread 


magazines piling up. 


There’s one Very Important Publication that’s consistently “going right in” these 
days and for good reason. Dealing does with every phase Advertising Manage- 
ment’s problems Promotion Production —and Merchandising, Advertising Require- 
ments getting the glad hand and welcome smile more and more offices where 


advertising campaigns are being put together. 


Management’s attention, products that concern 


Packaging Radio Production Premiums 
Advertising Specialities Photography Printing 

Contest Prizes Exhibits Point-of-Purchase 
Printing Paper Direct Advertising similar aids 


‘ 


why not send them “right in” next time with Advertising 


Requirements? The delivery fast, attention favorable, and the buying atmosphere 
created just fine. 


Advertising 


PRODUCTION PROMOTION MERCHANDISING 
200 EAST ILLINOIS CHICAGO 


“Home Movies” 
Job 
For Thor 


There are times when full-scale productions just don’t fit into the motion 
picture budget but something has done. Here’s case history 
how Thor Power Tool Co. uses amateur methods produce effective 
16mm sound movies for its nationwide sales training program. 


Home movies are doing job for 
the Thor Power Tool Co. (Aurora, 
Ill.) these days. 

Using amateur equipment and 
amateur methods throughout, Thor 
has produced series 16mm sound 
movies which have sparked doub- 
ling nationwide sales training ef- 
forts. 

Thor’s situation probably fairly 
typical selling 
through The firm one 
portable power tools—with 
running almost 1,500 separate 
units. The company functions four 
divisions: industrial electric tools, 
industrial air tools, mining equip- 
ment and contractors’ equipment. 

total almost 4,000 distributors 
handle the Thor line parts it. 
Most sales activity, however, con- 
centrated among roughly 500 major 
distributors. This means that 
selling job all cylinders, sales 
forces running well into five figures 
briefed the products and their 
applications. 


>The basic method for carrying 
sales training work Thor 
meetings between distributor organ- 
izations and personnel from Thor’s 
branch offices. the beginning 
1953, became obvious that some 
kind shot the arm was needed 
increase the tempo these dis- 
tributor training sessions. Right from 


the start movies looked like the right 
medicine. 

Accordingly, Sales Promotion 
Manager John Corkery asked 
George Thoma, his assistant, 
get some estimates commercial 
16mm sound films running approxi- 
mately minutes. When the in- 
quiries came back carrying $20,000 
price tags, management replied with 
quick thumbs down. The firm just 
doesn’t have that kind money for 
relatively internal promotion. 

Messrs. Corkery and Thoma em- 
phasize this last point discussing 
the Thor program. was not mat- 
ter trying shave the costs 
commercial films. These were just 
never the picture. Thor’s total 
budget this deal, including the 
amortization projectors, camera 
and equipment, around what 
would have cost just get the 
first print commercial 
Therefore, out the question 
compare the Thor films with those 
produced commercial 
The comparison, rather, between 
the program Thor has settled for 
and nothing all. 


>As starting point, Mr. Thoma 
took stock the Thor sales pro- 
motion organziation and found that 
one there had anything resemb- 
ling commercial caliber movie ex- 
perience. The situation was kept 
this way the theory that 
better come with usable ama- 


teur pictures which make pretext 
being professional quality than 
take stab the real McCoy and 
wind with poor imitation. 

this writing, Thor had pro- 
duced three films fairly rapid 
succession and has fourth the 
works. each successive effort, 
working different location 
each film, the photography was done 
the first amateur lensman who 
happened handy. 

The chief factor making the 
Thor films acceptable, according 
Mr. Thoma, that they have been 
touches put professionals. Af- 
ter the Thor staff finishes shooting 
and rough editing film, turned 
over the George Colburn 
Laboratories Chicago for profes- 
sional sound track, narration, back- 
ground music, fadeouts, etc. 

says Mr. Corkery, “is the 
smartest money spend.” 
This not intended indicate that 
the Thor film program hit-or- 
miss proposition. the contrary, 
emphasizes the simple, straightfor- 
ward presentation which avoids 
tricky, fancy, effects. matter 
fact, the entire program has been 
feasible only because well 
thought out every step the way. 
Some idea why the program can 
considered success can seen 
tracing Thor’s production routine: 


Each movie supervised close 


Audio Visual Aids 


\ 
¥ 


determined, shooting scripts are written 
the sales promotion department. As- 
sistant department manager George 
Thoma, left, checks out script with 
department head John Corkery. 


Initial Editing Approximately 1,500’ 
film edited down 600’ the 
sales promotion department, where ama- 
teur narration tape-recorded. Final 
prints receive professional editing and 
background sound effects. 


collaboration between sales promo- 
tion, the divisional sales manager and 
engineering department. However, 
Mr. Thoma has been careful avoid 
making this collaboration free-for- 
all. 


Once the general nature film 
has been decided on, sales promo- 
tion writes rough script. When the 
story conference called, then, this 
script serves the basis for discus- 
sion. This practice keeps suggestions 
and criticisms pretty well bounds, 
tying everything into concrete sug- 
gestions alterations the initial 
script effort. 


There are inevitably major 
changes made after this first 
conference. rule, the over-all 
presentation helped along sub- 
stantially the sales department’s 
experience how get sales 
pitch and engineering’s minute 
knowledge the product’s key fea- 
tures. However, with written script 
starting point, this work ac- 
complished fraction the time 
which would taken con- 
ferences activated from out the 


blue. 
When the script redrafted, 


After Approvals Using the script and 
still photos, shooting details are decided 
art director Norbert Gengler, Mr. 
Thoma, advertising production manager 
Harold Van Doozer and assistant sales 
promotion manager Robert Budler. 


RELEASE SECOND _MOVIE 


Publicity Announcements the 
availability the Thor movies are given 
full treatment the 
the company’s house organ. Movie scene 
photos accompany the front page lead 
articles describing the films. 


comes back for another these 
three-way conferences. After pass- 
ing this supervisory group runs the 
gamut management clear 
Thor president Neil Hurley, Jr. 


After the script has been ap- 
proved, the big trick, according 
Mr. Thoma, avoid the tempta- 
tion run out and start reeling off 
movie footage immediately. Before 
the movie camera comes off the 
shelf, the Thor people out and 
shoot series stills all the 
the movie. These enable management 
put their final approval sub- 
ject matter and camera angle. With 
approval the stills, 
motion then able ahead and 
shoot the footage with minimum 
outside kibitzing and supervision. 


Thus, the time the production 
goes before the camera (singular), 
things have been worked out 
point where the major task facing 
the photographer read his ex- 
posure meter correctly. 


Simple Equipment Lighting and cam- 
era equipment used shooting 
movies easy use. Regular staff mem- 
bers prove convincing actors display 
shots, well factory scenes where 
they have operational experience. 


ten prints each film controlled 
schedules set the factory. Six are 
rotated branches the field while the 
rest are held the factory for spares 
and emergencies. 


Distribution the 


>The actual movies are shot with 
camera bought secondhand from 
one Aurora’s advanced amateurs 
who had owned less than year. 
Thor picked for $600, though 
had set the original owner back be- 
tween $900 and $1,000. Lighting 
furnished simple bar beneath 
the camera which holds four re- 
flector type No. photofloods. 
effort made for backlighting any 
other kind special effect. 

Almost literally, this narrows the 
photographer’s job down reading 
his light meter, setting the camera 
and going ahead shoot the pre- 
scribed footage. 

For movies made factories, 
two the first three Thor pictures 
have been, the fork lift truck has 
proven valuable photographic ac- 
cessory. With tripod and photogra- 
pher set wide pallet, the fork 
lift offers wide range maneu- 
verability anyone could want. 


>On its first movie, titled “The In- 
side Story Thor Tools,” work was 
almost all black and white. This 
was “factory tour” type format 
furnishing background the firm’s 
electric tool line. Toward the end 
the first movie, was decided 
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shoot few sequences Koda- 
chrome. This proved two things: 
can done with equipment 
simple Thor’s. 
feasible mix black and 
white and color the same movie. 
This color footage was well ac- 
cepted and comparative costs were 
little more was decided shoot 
substantial portion the firm’s 
next film Kodachrome. 


This next effort was entitled 
ern Mining” and was filmed mine 
operated the Colorado School 
Mines. The fact that the man the 
Denver branch selected shoot this 
film walked right into coal mine 
prepared shoot color with total 
four photofloods illustrates that 
amateurs will often plunge right into 
situations where professionals would 
know better. frequently the 
case, they came out smelling like the 
proverbial roses. This film was bet- 
ter received even than the first. 

its next film effort, Thor really 
got break. The sales promotion de- 
partment was invited into cus- 
tomer’s factory just before full in- 
stallation Thor tools was 
made. The film shows identical op- 
erations before and after power tools 
entered the picture. The movie has 
trouble all telling con- 
vincing story labor savings 
This, too, was mostly color. 


>In shooting its films, the sales pro- 
motion department has found 
good rule thumb figure tak- 
ing approximately edited 
down the necessary for 20- 
minute film. After editing the pro- 
motion department’s cutting equip- 
ment, one the men the depart- 
ment records the narration tape 
recorder. 

showing then scheduled for 


Camera Platform pallet fork 
lift truck proves easily maneuvered 
platform for the photographer and his 
tripod with the camera and lights used 
for factory filming. 


PRESS CLIPPINGS 
News items, editorials, advertisements 
Promptly 


from daily and weekly newspapers, from 
magazines and trade papers specified. 


ESTABUSHED (668 


PRESS CLIPPING BUREAU 
BArclay 


will provide you with record your 
results from promotions and releases. 


For Future Reference 


Handsome loose leaf scrapbooks; rubber 
cement; plastic laminating desired. 


PRESS CLIPPING BUREAU 
165 Church Street New York 
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Tops 
readership 


advertising managers! 


Advertising 


Requirements 


Sli 


des Fil 


You are invited see how TEL- 
A-STORY can sell your product 
—increase your sales. 


BOOTH 


National Advertising 
Industries Exposition 


Morrison Hotel—Chicago 
June 26-29 
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6419 North California Ave Chicago Phone 
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How Get Things Done! 


BOARDMASTER Visual Control Saves You 
Time, Money. 


Gives Graphic Picture Your Operations 
Glance. 


Simple Operate, Type write Cards, 
Snap Grooves. 


Ideal for Production, Traffic, Sales, Inventory, 
Scheduling, Etc. 


Made Metal. Compact and Attractive. 
Over 50,000 Use. 


$49.50 with cards 


Full price 
illustrated 
BOOKLET No. R-300 


Without Obligation 


Write Today for Your Copy 


GRAPHIC SYSTEMS 
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TEL-A-STORY Automatic 


MODEL 99C 


The only continuous advertising projector 
anteed show brilliant Kodachrome pictures 
your window. Show beautiful Kodachrome 
slides with 10-word Sizzling Selling Sentences 
with each slide showing for six seconds. 


Powerful 750 watt, 200 hour lamp, Small, 
compact, easy carry. height, width, 
14” depth. screen size. Beautiful leather- 
ette covering several color combinations. 

counter cabinet sell all types mer- 
chandise. Push button attachment for intermittent 
showings. Customer pushes button, projector op- 
erates one cycle slides and shuts off, ready 
for next showing. 


PRICE: $16500 Quantity discounts request. 


Send your order today. 
OCONOMOWOC, WISCONSIN 
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HERE’S TRANSCRIPTION 
SERVICE THAT BEAT 


Speed: Faster service 


tions when you want them. 


Savings: Most modern 
experienced engineers...add-up money- 
Saving efficiency maximum quality 
minimum cost. 


when you 


Quality: The outstanding feature every 
RCA VICTOR Transcription the qual- 
ity the sound the true, faithful re- 
production that makes the most your 
attention-getlng message. 


Only RCA Victor gives this service. Write 
Dept. 116. 


630 Fifth Ave., New York 20, 
445 Lake Shore Dr., Chicago 11, 


1016 Sycamore Hollywood 38, Calif. 4-5171 
1525 McGavock St., Nashville 5-6691 


TMKS.® 
custom 
sales 


MASTER'S VOICE 


RADIO CORPGRATION AMERICA RCA Victor Record Division 


for more details circle 829, page 119 


the interested management group 
the rough film and the amateur nar- 
ration. Final approval given here 
and the film and narration script can 
then turned over the Colburn 
Laboratories for polishing up. 

Professional narration, musical 
background and other touches run 
between $575 and $850. When the 
first print approved, Thor buys 
nine more. These run approximately 
$92 apiece, including fiber mailing 
case which sells for $4.75. 


the prints purchased each 
film, Thor puts six out the field 
and keeps the other four the fac- 
tory spares and for emergencies 
where showings are necessary for 
important distributors. For film dis- 
tribution purposes, the branches 
are divided into six zones. Films are 
kept branch for two weeks 
time and then mailed the next 
branch scheduled use it. Every 
six eight weeks, they come into the 
factory checked for broken 
sprocket holes and other damage, 
and one the spares put into cir- 
culation. 

For each film showing, the branch 
form indicating the distributor 
organization for which the showing 
was held and the number people 
attending. These figures are entered 
ledger the sales promotion 
department and report sales 
training activity sent manage- 
ment once month. 

For the first two months the film 
presentation program, the Thor 
branches operated with rented pro- 
jectors. Then, when the rental bill 
one branch ran $50 for one 
month, was decided buy pro- 
jectors for the branches. Accord- 
ingly, Eastman Kodak Pageant 
Projector was purchased for each 
branch. These units were selected 
because they were available 
reasonable figure for sound pro- 
jector and, keeping with the gen- 


harrison 


presentation, Blake. But the an- 


swer still 


eral principle the program, they 
are easy operate. 

The most important proof all 
for the movie program, course, 
that doing real job for Thor. 
this was written, the sales pro- 
motion department had finished tab- 
ulating reports for the first six 
months the use movies. These 
showed that the activity distribu- 
tor sales training meetings for the 
half year which movies were used 
was greater, substantially, than the 
activity for the entire previous year. 


Folder Demonstrates 
Graphic Calculator 


“Dramatizer-Visualizer” folder 
showing how instantly and dra- 
matically focus attention special 
features product available 
from Graphic Calculator Co. (Chi- 
cago). Calculators are paper plas- 
tic devices combining features the 
slide-rule with the simple readabil- 
ity bar graph. general, they 
work manipulating sliding scale 
scales arrive desired figure, 
estimate, etc. 

The graphic folder includes six 
case histories graphic form cal- 
culators designed special job. 
The folder describes how about 
having calculator made for spe- 
cific problem business, while the 
case histories are illustrated with 
examples actual calculators use. 


For your copy circle No. 716 the 
Service Card inside back cover. 


Animation and Motion 
Provided Projector 


The Cellomatic projector patented 
Howell-Rogin Studio Inc. (New 
York) has been designed provide 
limited animation, motion 
stantaneous optical effects for tele- 
vision and sales presentations. With 
single camera, such opticals the 
wipe, super, dissolve and split 
can presented. 

The effects almost complete 
animation are produced from stills 
projected the Cellomatic, port- 
able unit which has its own self- 
contained screen and 
optical effects system and can blow 
pictures 6x8’. 

The process offers the visual ad- 
vantages slides, greater cost, 
plus the features limited anima- 
tion, motion and optical effects, ac- 
cording the company. Details 
the operation, rental the units and 
sales uses are available from the 
manufacturer. 


For your copy circle No. 717 the 
Service Card inside back cover. 
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Carrie Rowland 


It’s the most stupendous! It’s the 
most terrific! It’s the most colossal! 
It’s the most gigantic the greatest 
show earth! It’s the State Fair 
Texas! 

And when the State Fair Texas 
opened its gates Dallas for the 69th 
time October 1954, set new 
records and established new firsts. 
The record was national attendance 
record for annual fairs the S.— 
2,506,463 paid admissions during its 
16-day run. The adults paid their 60- 
centses, the kids forked over 30¢, and 
mama didn’t feel like walking, 
there was another six-bits thrown 
park the car the grounds. 


exhibit the Texas State Fair presented special 


promotion opportunities for Vanette Hosiery Mills. 


And according state fair statis- 
tics, good 90% those who paid 
their money and sought their fun 
headed straight for the newest at- 
traction the grounds: the new 
air-conditioned Women’s Building, 
the first its kind the world. 


>Women’s Buildings state fairs 
are not news, but this one was be- 
cause had new approach. Jams 
and jellies and hand crochet played 
second fiddle fashion, for fashion 
was what women wanted see. And 
fashion manufacturers from the east 
coast California set out capture 
customers with semi-refined mid- 
way technique. 

The famous Winston diamond ex- 
hibit, with more guards than Buck- 
ingham Palace, clocked audience 


685,527. Edith Head Hollywood 
held daily showings before paper 
mache throne gowns designed for 
cinema queens wear some the 
award-winning pictures the past. 
Esther Dorothy flew down exhibit 
rare furs against background 
Renaissance elegance. And even 
Sears assembled its resources 
third-dimensional exhibit that ex- 
tended almost half the length the 
building’s 400’ wall. 

Did all this mean business? Yes. 
Winston exhibited its jewels oil 
men’s wives after nightly closings. 
Esther Dorothy followed suit. Hay- 
maker, whose cobbler completed 100 
pairs shoes before the building’s 
visitors, estimated that the display 
resulted the sale 800 pairs 
shoes the two Neiman-Marcus 


Shows Exhibits 


FOR SHOW NEXT YEAR 
START PLANNING NOW 
with FREE 


Prepared experienced Lewis Barry exhibit special- 
ists, many important items you should consider 
over week period get your exhibit booth ready 
for the trade show Tells when begin each phase 
your Show Planning and Promotion—and when 
each should completed insure success. The 
covers 


SHOW PLANNING AND PROMOTION 
EXHIBIT DESIGN AND CONSTRUCTION 


AND BOOTH MAINTENANCE 


and complete information Lewis Barry Exhibit 
Service. 


want BARRY-O-METER for every show your 
schedule during the coming year. Write for yours today 
there’s obligation. 


TRADE SHOW EXHIBITS 


JOHN STREET, NEW YORK 38, N.Y. 
PHILADELPHIA: 404 BALTIMORE PIKE, LANSDOWNE, 


for more details circle 757, page 119 


Lanolin 


Lannie, month-old 
black lamb, appeared the Texas fair 
fashion roundup dramatize the lanolin 
finish Vanette’s Carrousel hose, 
Blue Ribbon winner, being worn model 
Irma Austin. 


stores. Nelly Don, wisely merchan- 
dising the exhibit long before the 
fair, reported tremendous surge 
business throughout the whole 
southwest. 


>And the midst all this gala, 
Vanette Hosiery Mills (Dallas) 
staged the most sensational leg show 
the town had ever seen. can-can 
girl-alive, bright midway display, 
lamb, giveaway, two contests— 
plus location which caught the 
flow traffic wherever might 
heading; these were the elements 
success. 

New everyone involved, dis- 
plays the new Women’s Building 
were first problem. Spaces were 
contracted for, sight unseen, when 
construction had hardly begun. But 
the long, low building gradually 
took shape, became apparent that 
the problem was almost that trim- 
ming giant display window. 

There was, however, difference. 
Window displays, and large, are 
static. stop the milling crowds 
and hold them, certainly required 
little more. Action, attraction, par- 
ticipation—these were the elements 
which Vanette determined its giant 
display must have. And where better 
could they find talent versed all 
these fields than the display de- 
partment retail store? 


Hosiery Mills placed the 
problem squarely the hands 
Sam Shaeffer, display executive 
one the local department stores. 
Working closely with him, together 
they determined the exhibit must 
built around: 


stocking color rather 
than the entire range fall shades. 
focusing all attention one 
color, the display should more 
dramatic. 


eye-catching display and one 
which told the story Vanette’s 
fashion and color appeal glance. 


model, remain the booth 
all times, costume which 
suited the display and permitted 
even the red, white, and blue welt 
stripe the stocking show. 


giveaway which should con- 
nected with the new lanelin finish 
Vanette’s stockings. 


Viewer participation the form 
contests. 


lamb, appear daily the 
exhibit, for dramatization Va- 
nette’s lanolin finish. 


Faced with these requirements but 
left with free hand execution, 
Sam Shaeffer set about the answer 
the problem the following man- 
ner: 


Vanette’s 1954 Victorian color range 
for fall, one the best shades was 
the color “Carrousel.” Not only was 
natural for use the theme 
the state fair display, but was also 
issue Vogue which coincided with 
the Fair. was the color 
settled upon. 


Display The color “Carrousel” 
suggested midway display which 
concentrated all the brilliance 
barkers and side shows and fun 
houses. The color would catch the 
eye; the feeling would consistent 
with the fair-goer’s mood. 

building the display, the artist 
was confronted with wedge-like 
space approximately 18’ long, flat 
one side, curved the other, and 
sharply pointed either end. The 
flat side the space had single 


Tie-in Displays 
state fair, this display was featured 
window Titche-Goettinger, Dallas 
store. Newspaper ads, store displays and 
radio spots were used throughout Texas. 


Coinciding with the 


Interlocking Rubber Tile 
For Attractive, Low Cost Floor 
Pays for itself after only few Shows 
7 


wall extending the building’s very 
low ceiling. The location the space 

was almost dead-center the build- 

ing, with clear view possible from 

the building’s front entrance. Here 

were possibilities drawing visitors 

they walked the door and pull- 

ing them back. 

this, the artist resorted 
the use height and color. The basic 
colors used were shocking pink and 
red, with attention focussed 
red-gowned mannikin astride 
shocking pink carrousel horse. The 
horse itself lent height, enough that 
could seen above the heads 
surging crowds. 

Against the single wall, the artist 
painted the banners and tents 
fair grounds, and added three can- 
can dancers who kicked brightly- 
stockinged legs above the heads 
visitors. And the customary shavings 
the circus the fair, shocking 
pink this time, covered the platform, 
which was slightly raised mark 
the Vanette space. The only other 
element required was box, slit 
the top, where participants might 
drop their contest entries. 


Model was essential that the 
model match the feeling and the 
color the display nearly 
possible. the artist designed cos- 
tume with the briefest can-can ruf- 
fles, black nylon net with red satin. 


Giveaway dramatize the 
lanolin finish hose, Vanette ar- 
ranged with Botany Mills for the dis- 
tribution purse-size bottles 
Lanolin Lotion. Botany provided 
20,000 these bottles, which the 
model gave visitors certain 
hours the day, explaining that the 
lotion contained the 
which was used Vanette’s lanolin 
finish. (Vanette estimated that more 
than 50,000 bottles could have been 
used had they been available.) 


Visitor Participation For par- 
ticipation, Vanette planned two con- 
tests, and gave year’s supply (24 
pairs) stockings prizes for each 
one. Entries could filled out the 
display and dropped the box pro- 
vided for that purpose, they could 
mailed the mill. the event 
tie, duplicate awards were an- 
nounced. The two contests were: 


guess the number yards 
10-denier nylon yarn contained 
apothecary jar the exhibit. The 
nylon yarn, dyed pink match the 
color scheme the display, was 
measured length supplied Dupont. 
Approximately 45,000 entries were 
received, and duplicate awards were 
given three entries who came 
within few yards the correct 
number. 


complete limerick featuring 
Vanette’s Lanolin Finish. The lim- 
erick with the winning last line: 
Vanette’s Lanolin Finish hose 
Softens nylons from tops the toes— 
Makes them cling and stay smooth, 
Helps your tired feet 
And my! How your leg appeal shows! 


Approximately 35,000 people com- 
pleted the limerick. Many these 
entries were sent mail. 

Vanette felt that two con- 
tests were one too many; the fair- 
goer can think only one thing 
time, and two contests are confus- 
ing. The mill also felt that the dis- 
play provided inadequate space for 
filling the blanks the booth. 


privately face’’ with the 
entire sales force introduce new 
product simultaneously dealers 
all territories get reactions and 
answer questions from 
sonnel scattered all over the country 
all without pulling single key 
man from his district and without 
paying costly travel expenses! 

That’s Sheraton Closed Circuit 
Television Network, available all 


THE 


AKRON INDIANAPOUS 
ALBANY LOS ANGELES 
BALTIMORE NEW YORK 
BOSTON PASADENA 
BROOKLINE, Mass PROVIDENCE 
BUFFALO ROCHESTER 
CHICAGO SAN FRANCISCO 
CINCINNATI ST. LOUIS 
DETROIT SPRINGFIELD, Mass. 


WASHINGTON 
IN CANADA 
MONTREAL —Sheraton-Mt. Royal —The Laurentien 
TORONTO—King Edward Sheraton 
NIAGARA FALLS—Sheraton-Brock 
HAMILTON —Royal Connaught 


The Lanolin Lamb The lamb, 
also dramatizing Vanette’s lanolin 
finish, was month-old black one, 
which appeared the booth cer- 
tain hours each day. wore flow- 
ered harness and golden leash, 
match the festive air the display. 
The lamb and his ewe were boarded 
the sheep barn the opposite 
side Fair Park. sign over their 
stall invited passersby visit Lannie, 
Vanette’s Lanolin Lamb, the new 
Women’s Building. 


setting the over-all Carrousel 
theme and adapting the treatment 
each required element that theme, 
Vanette’s exhibit the state fair 
had unity which was lacking 


NOW- HOLD SIMULTANEOUS SALES 
MEETINGS 


Sheraton Hotels Closed Circuit Network 


Sheraton Hotels (or independent 
hotels non-Sheraton cities). 
experienced staff handles production 
details, assists all planning, in- 
cluding budgeting and analysis. 

LEARN about this newest 
and most modern way communi- 
cate less cost. Write 
for free booklet, Closed 
Circuit Sheraton TV, 
470 Atlantic Avenue, Boston 10, 
Massachusetts. 


HERATON 


The Proudest Name 


HOTELS 


(Non-Sheraton cities may also included the Sheraton Network.) 


for more details circle 842, page 119 
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many other displays. Additional Va- 
nette stories, considered because 
their importance, were sacrificed 
achieve this unity. And the mill 
convinced that this single-purpose 
approach paid off the way 
which the display attracted attention. 

additional tie-in the fair, 
Dallas Fashion Arts Inc. sponsored 
daily showings Texas Blue Ribbon 
Fashions showing called the 
Texas Fashion Roundup. each 
these shows, Vanette’s “Carrousel,” 
Blue Ribbon winner, was shown 
Vanette’s model, who led Lannie, 
the Lanolin Lamb, his golden 
leash down the runway with her. The 
shows, held before combined audi- 
ence the auditorium and the res- 
taurant, were given total 
times, total attendance 25,500. 
There was standing room only 
most presentations. 


all the excitement the 
state fair needed, Vanette’s opin- 
ion, one other element: merchan- 
dising follow-through throughout 
Texas and its bordering states. Sales- 
men were informed, far advance, 
plans, and provided with copy 
the artist’s sketch show their 
stores. Stores, especially the state, 
realized the drawing power the 
fair, and knew their customers would 
see Vanette’s display. Merchants re- 
evaluated their stocks, filled and 
planned ads and displays Vanette’s 
“Carrousel” coincide with the fair 
Dallas. Vanette’s five Dallas ac- 
counts ran large newspaper ads pre- 
pared their own staffs, and one 
store devoted one its largest win- 
dows tie-in display. For smaller 
stores smaller towns, Vanette pro- 
vided special state fair mat. 

But Vanette went further than the 
salesmen’s initial contact with the 
stores. reminder the mer- 
chants, the mill sent 
mailing piece, first class, colorful 
the fair itself, incorporate all 
the excitement there would be. 

And Dallas, the mill contracted 
for three spots day, the music 
station KIXL, for the days the fair 
was progress. These minute spots 
highlighted variously the Botany 
Lanolin Lotion giveaway, the two 
contests, the color “Carrousel,” the 
exhibit general, and the names 
the five Dallas stores featuring Va- 
nette stockings. 


But what did bring business? 

The dollar-and-cents results 
advertising expenditures such 
those involved are all but impossible 
estimate. did become 
the best-selling color the season, 
and stores continued reorder. The 
lanolin finish received new impetus— 
especially its story caught the 


Queen Advertising Show 


Chosen from finalists selected from some 500 


he 


models who grace the advertising profession Chicago, Carol Jean Lewis crowned 
Miss Advertising 1955 Marjorie Fletcher, Bielefeld Studios, one the judges. 
Carol Jean will reign over the activities the four-day National Advertising Industries 
Exposition June 26-29. She member the Chicago Models Club. Other 
shown are, left right, Stephen Heiser, commercial photographer, and Gene Walz 
and Orville Sheldon, art directors, Foote, Cone and Belding. Judges were appointed 


the Chicago Art Directors Club. 


foot-weary woman who had walked 
miles around Fair Park. The dra- 
matic presentation Vanette’s story 
became the basis Vanette store 
promotions far away New York, 
Buffalo, Atlanta, Los Angeles. 

But there were other results far 
more wide-reaching, more long 
range their effect—and more diffi- 
cult judge. Because its dramatic 
treatment, Vanette’s state fair dis- 
play was filmed for television all 
three networks; appeared na- 
tion-wide news broadcasts long 
the fair was news. Because the 
out-of-season lamb was newsworthy 
the only one the fair during 
its first week—local and state papers 
photographed and ran story. And 
still, through State Fair Texas 
publicity releases, photographs 
Vanette’s Lanolin Lamb and model 
are appearing places remote 
from Dallas New York, Roanoke, 
and Denver. There have been in- 
quiries the mill resulting from all 
this, but these are results which 
cannot tabulated against expendi- 
tures. 


this Vanette convinced: 
exhibit the Women’s Building 
the State Fair Texas can mean 
business—provided the story told 


properly conceived, properly exe- 
cuted, and properly followed through 
the retail level. 

Perhaps the best proof the ef- 
fectiveness this new type fash- 
ion advertising expenditure 
the manufacturers’ plans return 
the fair. According Mrs. Evelyn 
Lambert, who conceived the idea for 
this type Women’s Building and 
who fashion director the State 
Fair Texas, more than 
1954’s exhibitors have signed con- 
tracts reappear this October. And 
Vanette Hosiery Mills will among 
them. 


“See told you pays adver- 
tise. Here comes another 
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Robert Menninger 

Sign Sales Manager 

Barrows Porcelain Enamel Co. 
Cincinnati, Ohio 


Correct ordering porcelain 
enamel sign faces can save many 
headaches the part both the 
purchasing sign company well 
the porcelain enamel fabricator. 

Incorrect ordering has often led 
delays securing sign faces, addi- 
tional costs, and complaints from the 
ultimate buyer. When sign not 
correctly specified all details, mis- 
understandings arise which can 
very detrimental those progres- 
sive firms which are actively pro- 
moting the use this long wearing, 
colorful material. 

the procedures outlined this 
article are followed, better service 
can rendered with lower costs for 
everybody concerned with selling 
and installing porcelain enamel signs. 
The procedures are not too difficult 
and can used ready reference 
for day-to-day operation. 


>For enameling, only necessary 
indicate copy and colors with suf- 
ficient indication metal fabrication 
that the copy can accurately 
located properly the pieces. From 
practical point view, that 
errors will made, advisable 
show hole sizes, flange locations and 
other key metal fabrication features. 
Only then can the enamel shop 
sure identify correctly top and 


bottom, front and back and pieces 
nearly the same size. therefore 
usually works out that the simplest 
and safest procedure furnish 
complete pattern suitable for metal 
fabrication and enameling, although 
only the enameling done. 

Paper used for layouts can 
kraft paper from lb. weight 
oiled tympan. Tracing paper 
should never used. too light 
and fragile and will not lie flat. Any 
paper will change dimensions con- 
siderably with weather changes. 
Some layout men unroll and loosely 
re-roll several days’ supply paper 
advance use that the paper 
can become adjusted the moisture 
the air and will then change less 
after the pattern made. 

Wherever dimensions are critical 
they should clearly noted pen- 
cil the pattern. Metal can fab- 
ricated exactly these dimensions 
regardless whether the pattern has 
changed size. Such notations di- 
mensions are absolutely necessary 
where single face sign designed 
fit snugly into recess build- 
ing front between pilasters. 


Square patterns are extremely im- 
portant. Metal shears are carefully 
aligned cut piece exactly square. 
enamel company find that the lay- 
out man sat his square before 
laid out his pattern and that ev- 
erything laid out slight angle. 
And two parallelograms laid back 


expert explains how proper attention 
details ordering porcelain enamel 
sign faces can save many headaches. 


back double the error, stencils don’t 
fit, spreaders don’t fit, and the off- 
square layout nuisance all 
concerned. 

Our firm designed special lay- 
out paper avoid the troubles in- 
herent with crooked layouts. This 
paper accurately lined off 
squares that can used for both 
copy and contour. Heavy lines mark 
multiples, lighter lines mark 
multiples and the multiples are 
marked with dots. The dimensions 
may vary slightly, due moisture 
changes the paper, but such 
changes not effect the squareness 
the lines. This layout paper 
printed heavy draft stock. The 
cost higher than ordinary kraft 
paper due the decorating, but the 
final cost very small and can 
more than offset time saved 
layout. 


right from the first pres- 
entation sketch, factors cost are 
being determined. the time the 
completed patterns are finished, 
great many considerations must 
weighed the layout man. The 
number colors used has direct 
bearing cost. 

Color porcelain enamel signs 
has come long way since the days 
when sign blue was considered the 
one and only color use. 

Today, some 200 different colors 
are possible endless variety 
combinations. These 
the progress porcelain enamel 
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These illustrations show 


Location 
some the many different applications 
for porcelain enamel signs. 


well the changing trends within 
the sign industry. 

more scientific approach col- 
ors has been noted recent years 
and this change becoming more 
and more noticeable signs. Other 
industries, notably the paint manu- 
facturers, have stimulated color 
consciousness among the general 
public that has made purchasers 
signs take more alert view 
the inherent color values signs. 


>The trend toward the greater 
use subtle shades and combina- 
tions opposed loud, glaring col- 
ors. The more progressive companies 
the country have been making 
radical changes signs sell their 
wares whether general highly 
specialized publics. 

Porcelain enamel, material, 
offers what probably the greatest 
value colors both from the stand- 
point variety well high 
quality that will last for years with- 
out fading. While cannot offer such 
lettering design, has proven it- 
self economical investment over 
the long run. Signs placed posi- 
tion years ago are new 
looking the day they were in- 
stalled. 


brief resume how color ap- 
plied might helpful evaluating 
its usefulness. 

Each color applied must carried 
through the complete cycle mak- 
ing porcelain sign. This includes 
spraying, drying, and burning (or 
fusing). The piece first sprayed, 
dried, and fired ground coat. 
ground coat formulated 
give the best possible adherence 
the metal. Over this ground coat any 
color number colors can ap- 
plied. The first background color 
next applied the face the 
piece solid over-all color re- 
peating the same operations for the 
ground coat. The second color, which 


will have copy decorative design 
it, started the same manner 
the previous coats spraying the 
face the piece all over with the 
desired color. However, after the 
piece dried and before fired, 
part the unfired “bisque” re- 
moved brushing off the piece 
that the desired copy design 
left place the piece. The entire 
piece again placed the furnace 
and the copy fused onto the pre- 
viously finished background enamel. 
Designs copy several additional 
colors can applied repeating the 
spraying, drying, brushing, and firing 
cycle for each additional color. 
Because the nature this op- 
eration, dictated laws physics 
and chemistry, the colors are per- 
manently fused into the metal and 


this that makes such signs last 
for years. The number colors that 
can applied one sign can 
high ten. However, economi- 
cal apply more than five colors 
any one sign. Above this number, 
great amount hand work in- 
volved with proportionately higher 
costs. colors are confined poster 
style, the lowest cost will ob- 
tained. 


>It interesting note that larger 
signs colors cost proportionately 
less per square foot than smaller 
signs. This due the set-up time 
required for each sign, whether 
big small. 

Color uniformity porcelain 
enamel presents difficult problem. 
When the coloring pigments ox- 
ides are subjected the high tem- 
peratures needed fuse the glass, 
chemical changes take place. Some 
colors into solution, some are 
finely dispersed through the glass 
coating, and some cases good 
share the coloring oxide lost 
the firing process. Stability the 
oxide and stability the frit have 
bearing the uniformity color 
the finished sign parts. any 
event, the process producing col- 
ors porcelain enamel will never 
pieces with paint; and the results 
quite possibly will never con- 
sistently uniform color 
several pieces brushed with paint 


from the same can. definitely 
possible produce colors porce- 
lain enamel that are sufficiently uni- 
form from piece piece most 
acceptable for sign work even where 
large areas and great many pieces 
are involved. 

About the only colors not pos- 
sible produce porcelain enamel 
are lavender, pink, rich purple, gold 
silver. The reason that gold 
silver salts must used and these 
will not adhere the base metal af- 
ter firing. They are also too expensive 
for commercial application. 


color matches porcelain 
enamel are much more difficult 
obtain than other sign materials. 
This due the fact that com- 
parison colors can made until 
the frit and coloring oxides are 
milled together, sprayed test 
piece and the test piece fired. For 
each change color shade, this 
entire routine must followed and 
for accurate matches many test mills 
are run before color satisfac- 
torily matched. addition, produc- 
tion match then required run 
the job and the excess material 
special color scrapped after the 
job completed. For these reasons, 
extra charges are made for special 
colors custom built sign faces. 

enable sign companies give 
the best possible service porcelain 
colors, our company has maintained 
constant survey the colors most 
demand. have found that some 
different colors, including shad- 
ings the basic colors, are what 


customers want. These colors vary 
from dark blue that almost black 
the lightest possible shadings 
red and yellow. These colors are 
standard and, compared special 
matches, relatively easy apply 
with consequent lower cost. True 
black and white are also furnished, 
special off white that has been 
demanded. 

Showing the flexibility porcelain 
enamel colors maroon that 
the range between burgundy and 
red. Since the end the last war, 
growing use for this shade took 
from the realm possible color 
standard color. shading that 
was unknown around 1940. Yet to- 
day constant use and will 
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ard color for long time come. 
tastes change will porcelain ena- 
mel colors. 

Textures are available all col- 
ors. One smooth. The other 
ripple finish that provides glitter 
effect, adding the visual effective- 
ness the sign. This done with- 
out extra cost. Where copy done 
color, objectionable glare con- 
siderably reduced. 


>We have made mention several 
times the wearing qualities 
porcelain enamel. Just why this? 
Basically, porcelain enamel glass. 
However, the term “porcelain enam- 
el” applicable only when the 
glass has been fused the base 
metal. its raw form, called 
“frit.” Since the frits, which become 
porcelain enamel, are composed 
the same inorganic materials 
glass, with variations the con- 
tent each material, this that 
gives porcelain enamel signs their 
long wearing quality. Corrosion 
almost non-existent; impact strength 
equal that the base metal. 
far colors are concerned, there 
variation the wearing qual- 
ity the different colors. 

Metal sizes should kept mind 
laying out sign face. Stock sizes 
are 30”, 36”, 42” and 48” width and 
96”, 120” and 144” length. Al- 
though 144” metal stocked, such 
lengths cannot enameled one 
piece. The largest piece that can 
handled most equipment 
Quite often sketch laid 
out indicating sign face 36x96”. The 
sign sold this basis. Then the 
layout man decides that flange 
all four sides required for struc- 
tural reasons. marks his patterns, 
“add 90° flanges all sides.” The 
porcelain enameler then must cut 
his metal Taking the next 
larger stock sheet and cutting 
these odd dimensions leaves con- 
siderable scrap waste both sides 
and ends. The layout man should 
bear mind the type flanges and 
joints his shop uses and reduce the 
face size the sign sufficiently 
that standard sized metal can used 
without undue waste. 

Costs porcelain enamel sign 
faces are based the over-all 


COLOR AND BRILLIANCE 


FOR YEARS 


Ing-Rich Porcelain Enamel signs are 
good “silent salesmen” for your prod- 
ucts, because they always look fresh 
and new even after years service. 
Because they not fade discolor, 
they not have replaced fre- 
quently, and your investment signs, 
standards and lighting equipment 
protected. 

Ing-Rich, one the country’s 
pioneer manufacturers Porcelain 
Enamel signs, offers design service, 
help users develop signs that are 
effective appearance and economi- 
cal produce. 

Send your specifications and draw- 
ings for our suggestions and prices. 


Double face, 
purple and white 


Double face, road- 
side sign enameled ten colors 


white, red, gray and black 


for free copy Bulle- 
tin 954, describing Ing- 
Rich advertising signs. 


Double face, diameter 
yellow and blue 


Single face, 
enameled 
colors, 
made 
sections 


INGRAM-RICHARDSON MANUFACTURING COMPANY 


BEAVER FALLS, PENNSYLVANIA 


for more details circle 803, page 119 


MEMBER, SIGN PORCELAIN INSTITUTE, INC 
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dither 
over sign 


TEXLITE 
CAN HELP YOU 


lot more good sign design than 


just grouping your company signature, 
logo slogan. Our experienced designers can 
help you combine copy, color and materials 
create signs that have high visibility, sales 
impact and long life. 

Quality porcelain enamel Quality plastic 
PLUS good PLUS precision 
erection AND supervised maintenance are the 
ingredients successful national regional 


identification program. You get ALL when 
you business with Texlite! 


matter how many signs your program 
needs 10, 100, Turn 
Texlite for Signs that SELL! 


you sell your signs dealers, 
Merchandising Help! 


Our 76th Year 


3305 Manor Way Dallas, Texas 


Offices in: New York, Chicago, Los Angeles, Houston, 
Atlanta, Denver, Tulsa 


for more details circle 844, page 119 


shearing size each piece. Placing 
joints properly will keep area upon 
which billings are based mini- 
mum. For instance, shaped sign 
face made one piece would 
billed the area the piece re- 
quired cut face one piece. the 
“T” shaped sign were made two 
pieces with joint where the vertical 
stroke meets the horizontal stroke, 
the billing area would that the 
two pieces only. There would 
waste. Only very small amount 
additional metal would needed 
for the joint. 

Although porcelain enamel equip- 
ment designed handle 10’ 
lengths, such pieces can quite 
heavy and quite large. General han- 
dling the enamel shop, crating, 
trucking, and assembly are all made 
more difficult such large pieces. 
Whenever possible, shorter pieces 
should used. 


the fabrication heading, 
was mentioned that flanges should 
not less than 1”. flange 
notched out for several inches, 
containing even single notch, 
worse than flange all. 

piece with flange will bend 
uniformly over its length. flange 
that notched can only bend the 
notch, which the weakest spot. 
The bending this spot can easily 
cause damage the porcelain en- 
amel coating. Large holes the 
flanges can weaken them enough 
cause collapse. great tempta- 
tion notch flanges clear struc- 
tural angles, but the practice 
definitely not recommended where 
porcelain enamel applied. 

Markings and notations instruc- 
tions the patterns are most im- 
portant. Your patterns are your in- 
structions the porcelain enamel 
company and they must clear. 
amazingly large number pat- 
terns are sent the porcelain en- 
amel companies with some vital bit 
information lacking. This means 
correspondence and delay com- 
pleting the order. Porcelain enamel 
companies, which specialize sign 
work, have order blanks with check 
lists. With these blanks, every neces- 
sary element can checked the 
patterns and ordering. These order 
blanks can obtained charge. 
Such items color, hole sizes and 
flanges must clearly designated. 
order should sent with the 
pattern that the porcelain enamel 
company knows whether start 
work the patterns merely fur- 
nish quotation. Many sign com- 
panies have large rubber stamps 
their layout departments. With these, 
the common hole sizes, flanges and 
other instructions can stamped 
prominently the patterns. the 


Complicated Lettering 
which incorporates both incandescent and 
neon lighting, shows some the compli- 
cations facing designers and makers 
porcelain enamel signs. 


This letter, 


sign face large, very useful 
the enameler have small free- 
hand sketch the face showing how 
the various pieces are assembled ac- 
company the order. These sketches 
are particularly helpful marquees 
where the patterns are often sent 
separate sheet. 


>For marquee soffits and facings, 
full-sized patterns are hard make 
and hard handle metal fabri- 
cating operations due the large 
areas involved. Scale drawings are 
preferred place full-sized pat- 
terns for this work. Adequate de- 
tails attraction board connections 
must indicated. Full-size layouts 
must supplied wherever copy 
design must applied the finished 
porcelain pieces. 

pattern for large sign can 
smaller patterns, one for each piece 
metal. Flanges can laid out flat 
and shown that way the patterns. 
They may also indicated the 
notation “add flange” the proper 
place. Some layout men prefer not 
indicate joints. They let the por- 
celain enamel company break the 
sign face they think best for the 
enameling operation. Rounded ends 
can shown elevation de- 
veloped. either case, note plan 
view clearly indicating the exact 
radius should included. 

Joints can either lap 90° 
flanges both pieces. The lap joint 
uses less metal, but shows the 
bolts the face the sign. Ninety 
degree flange joints are more gen- 
erally used. Hole sizes must 
clearly marked with the nominal 
hole size. The hole punched the 
enamel company will 1/32” over- 
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size allow for fill-in enamel. 
there any doubt what hole 
size specify, make note 
what the hole used for, such 
“To clear 3/32 machine screw,” 
“No. Parker-Kalon self tapping 
screw.” 


receiving order for sign 
faces, the porcelain enamel company 
writes shop order. This ex- 
tremely important step. This order, 
along with the patterns, the com- 
plete set instructions every de- 
partment regarding the production 
the sign face ordered. the in- 
structions are incomplete incor- 
rect, the final results may sad. 
The order writers must know the 
sign business and they must know 
the porcelain enamel business. The 
order must instruct the metal shop 
gauge, hole sizes, quantity 
faces and any special details. must 
instruct the enamel department 
color, sequence colors, numbers 
pieces and other special instruc- 
tions. must give the stencil de- 
partment all information not shown 
the patterns. must tell the office 
what price and how ship. 
additional check, copy the shop 
order mailed the sign company. 
They can see how their order and 
patterns are interpreted the por- 
celain enamel company. they are 
incorrect, the sign contractor can 
object before too late. 


These procedures are based 
good common sense that can best 
serve both sign purchasers and por- 
celain enamel companies 
close relationship. used properly, 
they will benefit all concerned with 
good signs. 


tell you, Sam, you advertising 
years and ought know.” 


—specify General Outdoor! See how this 
double-faced vertical sign for Hartigan 
Chevrolet Chicago gives maximum 
visibility, maximum sales impact. Re- 
verse colors, fluorescent tubing, provide 
name and product distinction, instant 
identification day night. 


Why not let GOA spark your electrical 
and identification signs this way? 
Whether you need one sign thou- 
sand, the experience the entire GOA 
organization your service. 


Call your nearby GOA branch office 
for full information, write: 


Outd 


515 South Loomis Stre 


et, Chicago Illinois 


THE GIVE AWAY 
THAT MADE 
THE SALESMANAGER 


HAPPY! 


was quick see the terrific tie-in 
potential offered 
itasa bonus dealers and they 
went completely the 


Baked enamels silk screened your choice 
beautiful brilliant colors baked 
enameled steel, aluminum or hardboard. 
96". All shapes. 


FULL LINE 
Road Signs—Fence Signs—Tack Signs— 
Strip Signs—Counter Signs— License Plate 
Signs—Tire Center Signs—Wall Hanger 
Signs—Window Display Signs—Door Push 
Signs—Day-Glo Bumper Signs—Plastic, 
Metal and Scotch Light Car Signs—Injec- 
tion Molded Plastic Signs. 


IMPRINTED 


Complete line beautiful Kenway ash 
trays, salt and pepper sets, drinking glasses, 
bar glasses. Your company product 
name fused into glass 
brilliant ceramic colors. 
Cannot washed 
scraped off. 


idea and sent his 
soaring. 


This success story has been 


emulated over and over again some 


sales figures 


the nations top organizations. 
(Names upon request). 


Let send you FREE 


incorporating your own advertising copy. 


Write today for complete details. 


*ADVERMATS are long life rubber floor 
and counter mats with your product name 
and selling phrase die-cut and Inlaid right 
through entire depth of mat . . . Used as 
a point-of-purchase display in many sales 
locations in the store and store entrances. 


Your advertising mes- 
sage always shows. For 
an outstanding and 


top quality, low-cost 
PERFO MAT RUBBER CO., INC. 


advertising items write 
today 
461C Fourth Ave. N.Y. 16, 
Sole U.S.A. representative of Redfern's Rubber 


BERLEKAMP CORPORATION 

Works, Ltd., Hyde Cheshire, England 1322 Sycamore Street Fremont, Ohio 


for more details circle 765, page 119 
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PRINTED, SELF-STICKING, TRANSPARENT 


MAKES YOU BELIEVE 


because these especially created window 


brilliantly colored, vibrant eye-compelling 
attractions posted quicker, stay longer, 
sell for you day and night 


loved retailers—their transparency does 
not block visibility 


GOOD-STIX 


door, mirror, any- 


versatile—you can post 
product, window, wall, 
where 


pressure sensitive tape can front 
back, sides top and bottom 


colors and DAY-GLO, too 


actually the lowest cost sign available 
basis 


designed especially for your requirements 
our point-of-purchase specialists. cost 
obligation 


GOODSTIX now available FULL-COLOR GRAVURE 
DAY-GLO COLORS. Ask for Samples. 


DESIGNERS’ MAT 
WATER COLORS 


Fine Artist Quality Opaque Designers’ 
Colors for illustrating and all commer- 
cial art. For brush airbrush. Selected 
palette colors—in glass 
jars. (White also jars.) 


Procurable Artist Supply Stores. 


Write for color card and catalog 


WEBER 


Manufacturing Artists’ Colormen since 1853 
Main office and factory 
1220 Buttonwood St. 
PHILADELPHIA 23, PENNA. 


for more details circle 768, page 119 
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SIGNS 


posters are: 


One new styles 3-D Display Letters. Sizes 
from stocked for immediate shipment. 


Also letters, trademarks, logos specifications. 
FREE—samples catalog. 


HERNARD MANUFACTURING CO., INC. 
923-R Old Nepperhan Ave. Yonkers, 


for more details circle 802, page 119 


FINISHERS 
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440 Advertising Managers 


requested further informa- 
tion about products serv- 
ices mentioned editorially 
recent issue AR. 


GETS Avid Readership 


Avid Response 


Sign Manual Contains 


Wealth Information 


12-page manual, Story 
Sign Language,” Press Sign Co. 
(St. Louis) includes data design 
baked enamel signs, moulding, 
accessories and gauges and weights, 
well helpful hints about sign 
installation. 

particular interest section 
showing the rating copy back- 
ground for maximum legibility from 
distance. Rating copy back- 
ground listed the manual shows 
these orders preference: 

Black yellow 

Black white 

Yellow black 

Blue white 

White black 

White blue 

White green 

Green white 

Red white 

White red 

Red green 

Green red 

Also included the manual are 
simple arithmetical 
finding diameters and circumferences 
circles, areas signs different 
shapes, etc. 

Gauges and weights for hardboard, 
aluminum and steel signs are shown, 
are diagrams backframe, mold- 
ing and accessory designs. The man- 
ual also includes shipping informa- 
tion freight rates and tariffs and 
information installation sign 
posts, hanging signs, etc. 

Six pages photographs actual 
backed enamel signs and history 
Press Sign Co., with listing 
its products, complete this helpful 
manual. 


For your copy circle No. 710 the 
Service Card inside back cover. 


“Freedom Mark” Designed 


For American Industry 


The “Freedom Mark,” official 
emblem identifying American 
branded products, now being pre- 
sented the Department Com- 
merce all American firms which 
exhibit international trade fairs. 
Recognizing the need for such 
bol, the Department Commerce 
asked the Package Designers Coun- 
cil pool its artistic, technical and 
merchandising know-how 
design device for American in- 
dustry. 

The “Freedom Mark” was de- 
signed Karl Fink New York, 
fellow the Council. Disc-shaped, 
bears close-up white the 
upper portion the Statue Lib- 
erty background red and 
blue, and surrounded gray 


: 
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border stylized cogs, suggesting 
industry. The “Freedom Mark” 
designed easy recognize, 
remember and reproduce any size 
cover the side building 
may appear tag, the size 
dime. 

The “Freedom Mark” will used 
labels and tags affixed products 
made the U.S. manufactured 
abroad under U.S. direction, 
posters, booths and exhibits, and 
armbands worn American per- 
sonnel. Foreign buyers thus will 
able identify American-made 
goods rapidly. 

Although the Department Com- 
merce will retain technical owner- 
ship the new emblem, the firms 
which presented may use 
any manner consistent with the pur- 
poses for which was developed. 


N.S.E. 20th Convention 
Held June 7-9 


Delegates from the United States, 
Europe and South 
gather New York City for the 
20th annual National Sales Execu- 
tives convention, June 7-9. 

The convention will devoted 
new ideas, developments and meth- 
ods merchandising and sales ef- 
forts, with outings and entertain- 
ment playing large part the 
two-day program. 

Included the program are dis- 
cussions automation the field 
sales and marketing; aids the 
selection, training and motivation 
salesmen; ways developing accu- 
rate yardsticks for measuring sales- 
men’s performance; sales problems 
smaller companies and selecting and 
developing sales supervisors from 
the sales force, mention only 
few. 

major feature the convention 
will the Sales Equipment Fair, 
with some exhibitors. 

Registrations should made 
Convention Registrations, National 
Sales Executives, 136 57th St., 
New York 22. 


Industries Exposition 
Set for Chicago June 26-29 


“Everything under the sun” ad- 
vertising production, promotion and 
merchandising will display 
the National Advertising Industries 
Exposition, the first all-inclusive 
advertising show held the 
midwest, Chicago’s Hotel Mor- 
rison, June 26-29. 

Exhibitors will include art studi- 
os, sign and display studios, photog- 
raphers, printers, engravers, plate- 
makers, typographers, 
direct mail shops, modeling services 
and many other advertising produc- 
tion service companies. 

Premium and advertising special- 
companies will among the 
exhibitors, will companies spe- 
cializing point-of-purchase ma- 
terials, signs, displays, visual aids, 
packaging and labels. 

The exposition, staged under the 
direction Wm. Baker Asso- 
ciates (Omaha), will open only 
members the advertising in- 
dustry and affiliated business. 


Caterpillar 


SALES AND SERVICE 


YOUR NAME 


ADDRESS 
TELEPHONE 


Sales and Safety 


This new Scotch- 
lite reflector decal sign for Caterpillar 
Tractor Co. serves double purpose. 


New Caterpillar Decal 
Provides Night Safety 


Nighttime highway safety for trac- 
tors, motor graders and other earth- 
moving equipment plus sales impact 
are being created with new reflect- 
ing decal sign adopted Caterpillar 
Tractor Co. (Peoria). 

When the decal attached the 
back Caterpillar equipment, the 
Scotchlite reflector sign picks ap- 
proaching headlight beams and re- 
flects them back warn motorists 
the vehicles ahead. The sign car- 
ries the dealer’s name and address, 
sales service message that bright- 
legible day night. 

The new sign printed vivid 
yellow, silver and black. The 
decal being made avail- 
able all Caterpillar dealers. Mey- 
ercord Co. (Chicago) produced the 
decals. 


For long short term use. drill-cloth, paper, 
polyethylene, plastic-impregnated cloth. 
Printed plain. Variety colors. Any length 
desired. Ready hang. 


LETTER-BANNERS 


spell out your message with big 13” 19” 
sturdy cloth letters, sew sisal ropes and ship 
ready put up. White letters red blue 
background; red Day-glo letters blue 
background. 


WINDOW 
DISPLAY 
LETTERS 


Heavy paper cutout letters and numerals faced 
with fluorescent. For windows. Sizes: col- 


ors) and 20” (red only). any assortment 
96-character set. 


CUSTOM-MADE DISPLAYS 


From your rough sketch, 
will develop and 
produce practically any 
outdoor display pa- 
per, cloth plastic. 
Quick, accurate setup 
for collating, mailing 
drop-shipping one 
point 20,000. 


FREE CATALOG 


details these and other outdoor display 
items made Pratt will found the new 


Pratt catalog. For your copy, mark the card 


for more details circle 826, page 119 
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natural expansion our service, 
line with the growing volume national advertising 
gravure, have just installed complete gravure 
division. The problem matching reproductive quality 
for letterpress and gravure printing, from the same copy, 
similar deadlines will simplified for everyone 
doing both jobs the same time the same plant. Our 
customers will have the benefit one service operation 
instead multiple the assurance 
that the same standards reproductive quality which 
gravure. For finest reproduction letterpress 


gravure send your copy 


AMERICA'S FINEST PHOTOENGRAVING PLANT LETTERPRESS GRAVURE 


UNAUDITED CIRCULATION 
“PAID” PRESS RELEASES 
ENGRAVINGS 

EXPANDING COPY 


TWO RATES 


Fred Cook 

Assistant the Publisher 
Rolland Publications 
Mexico City 


Every day letter lands 
desk from agency ad- 
Canada inquiring about the require- 
ments mechanical specifications 
our magazines. For the most part 
‘they are roughly the same they 
would for similar slick paper 
ems column, 10” high, three col- 
umns page, etc. But there are 
some differences and those should 
like discuss, they pertain not 
only Rolland Publications, but 
other magazines Mexico and else- 
where throughout Latin America. 

can start with translation. 
Practically all copy emanating from 
That’s good, prefer get that 
way. But one thing which almost 
constantly overlooked expansion 
translation. The agency 
manager sending the copy will 
quite often meticulously measure his 
her space and will count the words 
fit that space, specifying 
But when English translated into 
Spanish takes about one-third 
again much space. Therefore 
you want fill descriptive 


block, for example, that one- 
column 3”, write your copy 
English fit space one-column 
2”. Then will fit. 

prefer get our copy Eng- 
lish and translate Spanish 
down here. That’s because most 
translators have learned their Span- 
ish colleges schools, where they 
stick religiously the pure Cas- 
Mexico, usage and idio- 
matic phrases have altered the lan- 
guage considerably. For example 
common translation “match,” (to 
light cigarette) “fosforo.” 
Mexico almost universally re- 
ferred “cerillo.” That’s just one 
many the characteristics the 
language applied Mexico. So, 
let the translation and 
make easier reading. 


This also pertains proofs. Many 
companies ask for proofs ads after 
they have been set Spanish. 
Unless you know what you are 
doing, don’t try correct the proofs, 
only makes things confusing. 
For example month such “May” 
“mayo” begins with capital let- 
ter English, Spanish capital 
isn’t used with proper nouns. Yet 


Mexican publisher gives some pointers 
help admen placing magazine insertions 
with Latin American publications. 


quite often get proofs back 
marked “Mayo.” isn’t correct 
Latin countries. 

Engravings are another pet head- 
ache. Don’t send them you can 
help it, especially you want them 
back. Engraving costs Mexico are 
cheap that you can save money 
ordering the engraving done 
down here. The only exceptions 
this rule are full-color plates; those 
prefer have sent. But most 
cases would rather the en- 
graving here and assimilate the cost, 
which would cheaper than send- 
ing the cuts back you. Also there 
time element involved which 
finds cuts sometimes taking long 
month days for delivery 
they come surface mail. 
have even received them after the 
edition, for which the was or- 
dered, had gone press. send 
the layouts and the pictures art- 
work themselves. get 
four five days and 
have the engravings made. you 
want the cuts, glad ship 
them you later cost, which 
will lot cheaper than elsewhere. 


>Press releases are another item 
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600 VAN BUREN 
TELEPHONE STATE 2-5367 
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Veritone Company 
2701 COURT, CHICAGO 14, EASTGATE 
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which make Mexican editors see 
red. has long been the custom for 
Mexican companies pay space 
rates for their publicity press 
releases and they wouldn’t like 
they learned that “foreign” com- 
panies were getting the same service 
for nothing. you are going send 
out press releases, you can save 
postage querying the magazines 
first. Some accept them, most don’t. 

Another pet peeve have the 
advertiser who writes about the 
sixth seventh day the month 
and wants know his ap- 
peared, hasn’t received copy 
the magazine yet. Magazines 
Mexico are sent surface mail 
under government frank, and de- 
livery often takes from days 
two weeks. The only other system 
delivery could use would 
airmail, which costs roughly 
about $1.50 per copy send. 
you don’t get your magazine 
right after the first the month, 
don’t fret, along good time. 

Some magazines which are pub- 
lished Mexico are poorly printed 
and appear cheap grade 
newsprint other low-cost paper. 
Too often U.S. advertisers are apt 
judge all Mexican magazines and 
newspapers these poorly put to- 
gether creations. This not so. Some 
the finest laid out and best printed 
magazines have ever seen were 
published Mexico. They were ac- 
tually works art. all depends 
the interest the publisher takes 
his work. sometimes dif- 
ficult determine which magazines 
are and which are not well printed, 
suggested that the potential ad- 
vertiser write for sample copy be- 
forehand. The names and addresses 
all Mexican magazines are listed 
the Industrial Directory, copy 
which can located any Mexi- 
can Consulate. 


>What about rates? Often get 
query why have two ad- 
vertising rates, peso rate and 
dollar rate. Practically all Mexican 
publications follow this procedure 
and behind lies sound reasoning, 
although advertisers are some- 
times apt believe they are “being 
stuck” with the higher rate. 

Most Mexican magazines have 
large circulation throughout the 
other countries Central America 
and South America. This be- 
cause Mexico the largest pub- 
lisher Latin American magazines 
and many the smaller countries 
not have economy which 
would support local class magazines, 
magazines general circulation. 
they naturally subscribe Mexi- 
can magazines. 

However, most Mexico’s indus- 


try geared for Mexican produc- 
tion and doesn’t export these other 
nations, unless very small quan- 
tities. the large circulation 
these other countries little 
value the Mexican advertiser. 
However, the large Cana- 
dian advertiser who exports all 
the nations the western hemi- 
sphere, this additional circulation 
just valuable and useful the 
Mexican circulation. Therefore the 
rate based upon the “useable cir- 
culation” the advertiser, which 
gives the Mexican companies the 
lower rate. 


Another basis for this variance 
the “cost index. aver- 
age Mexican family can live quite 
month, Mexican business man can 
pay two secretaries for month 
that sum—it lot money him. 
But translate into terms dollars 
and comes out $100. That’s not 
enough feed American family, 
and good secretary will earn that 
week. the spending $100 
American advertiser not 
much problem, while does 
represent large expenditure 
Mexican advertiser. The magazines 
try balance out terms 
“actual which means that the 
advertiser spending more for 
the same space terms “cur- 
rency exchange,” the same 
token spending less “dollar value.” 
Rolland Publications have 
tried work this out more 
even basis with our weekly maga- 
zine, Revista Industrial. now 
print one monthly edition for all 
Latin America which contains ad- 
vertising sold the higher dollar 
rate, while the other weekly edi- 
tions circulate solely Mexico and 
sell ads the peso rate. This gives 
both Mexican and advertisers 
chance reach their markets 
without inequality price. 
And even with those magazines 


“Hello, Pronto Photoengraving? About 
that halftone proof you sent 
you have finer screen?” 
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which still maintain the dollar/peso 
rates must remembered that 
the dollar rate Mexico much 
lower than competitive magazines 
which publish other countries. 
Our low wage rates and postal 
franking make this possible. 


Many agencies and advertisers re- 
quest furnish them with state- 
ments circulation. Mexico does not 
have organization corresponding 
the Audit Bureau Circulations 
the S., hence positive state- 
ments may not obtained. Most 
circulation figures 
which means that publisher ap- 
pears before notary public and 
swears certain figure. Unless 
someone checks him, and that 
almost impossible, that figure 
correct far anyone knows. 
Some magazines and newspapers 
“boost” their circulation with falsely 
sworn figures, but the average 
your large publishing houses are 
more less accurate. They realize 
that the public can fooled for only 
short time, and they cheat they’ll 
eventually start losing advertisers 
non-result basis. 

make sure, stay away from new 
publications unless they are put out 
house which operates other 
magazines has reputable name 
the publishing business. New 
magazines often boost their circula- 
tion figures out sight, hoping 
attract advertisers—and more often 
than not called “association spon- 
sored” publications are the worst 
offenders. some agent tries in- 
troduce you new magazine, ask 
him what other magazines his house 
publishes and who his repre- 
sentatives are. All established Mexi- 
can publications have reputable pub- 
lishers’ representatives working for 
them the Ask who they are 
—or you may wind paying $500 
for page magazine with 500 
circulation. 

you have any problems associ- 


ated with Mexican magazines, write 


the publisher. Don’t worried 
about the language—in bi-lingual 
Mexico nearly all business men read 
and write English. 


Fortune Offers Blowups 
Fine-Line Printing 


Enlargements gravure adver- 
tisements retaining fine screen print- 
ing have been made available its 
advertisers Fortune magazine 
(New York). Enlargements 
22x30” are possible. 

According William Rhoades, 
production manager, “Fortune blow- 
ups differ from blowups letter- 


Fortune production manager, shown 
with blowup Monsanto from the 
March issue Fortune. The was blown 
using 150 screen. Monsanto used the 
blowups for merchandising distribution. 


press ads that enlarge contin- 
uous tone negatives and then screen. 
This enables use the same fine 
line screen (150) use for issue 
work.” Mr. Rhoades pointed out that 
the blowups made from letterpress 
engravings that are generally made 
available advertisers lose consid- 
erable fidelity they grow larger. 
four-color engravings made with 
120-line screen when blown 
double size would reduce 60- 
line screen.” 

Fortune accepting orders for the 
blowups first-come, first-served 
basis. The maximum press run for 
the blowups 50,000 and the mini- 
mum order accepted 5,000. Orders 
are limited four-color gravure 
advertisers. 

First advertiser take advantage 
Fortune’s offer was Monsanto 
Chemical Co. 


Davidson Offers Guarantee 


Presensitized Plates 


folder published Davidson 
Corp. (Brooklyn) explains the high 
quality three types Davidson 
presensitized plates and offers full 
refund with “no questions asked” 
defective plates. Covered the 
guarantee are: Photorite, paper 
plate designed for short runs and 
quick production low cost; Duo- 
rite, aluminum 
plate for economical long runs 
jobs requiring close dimensional sta- 
bility; and Perfectorite, grained 
aluminum plate for long runs the 
finest process, halftone 
work. 

The folder describes the Duorite 
plate one-solution offset plate 
since only one solution required 
desensitize, develop and gum the 
plate. 


For your copy circle No. 709 the 
Reader’s Service Card inside back cover. 


“In answer yours November 
regarding depth plastic plates. our 
book you should complimented for 
maintaining the high depth standards 
found your Reilly Plastictypes.” 


Mechanical Superintendent 
Minnesota Newspaper 


expect some advertisers honestly feel 
that shallow plates are good enough be- 
cause they have good looking tear 
sheet their desk. one bothered 
explain the good results were obtained 
only after the newspaper stereotype de- 
partment and press room worked-over 
the plate and after number make- 
overs. some cases, last resort, new 
engraving was made the local engrav- 
ing department. Thank goodness you 
maintain standard .005 such 
routed areas your Reilly Plastic- 
types.” 

Composing Room Foreman 

New York Newspaper 


“Quite Correct” 


“You are quite correct stating that 
many the competitive plastic plates 
are considerably less than the .055 
standard you maintain for Reilly Plas- 
tictypes. feel that your standard 
correct and strongly advise that 
continued. wish your competitors 
would adopt similar standards.” 


Production Manager 
Florida Newspaper 
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... founded delivering 
FULL MEASURE 


QUALITY REPRODUCTION 


for MAGAZINES TRADE PAPERS NEWSPAPERS 


For more than half century, The Rapid Electrotype 
Company has specialized the quality reproduction 
original materials for letterpress printing. Our 
growth since the turn the century has paralleled 
the swift advances made the quality magazine, 
trade paper and newspaper advertising and the 
art printing. Today, with five plants conveniently 
located from coast coast, are providing the 
finest and most diversified service for the production 
electrotypes, plastic plates and mats any 
quantity. service depended upon leading 
advertisers, advertising agencies, publishers and 
printers across the nation. 


Call Rapid when you want the kind reproduc- 
tion that preserves your investment original art, 
engravings, advertising space printed pieces. 


THE RAPID ELECTROTYPE COMPANY 


-_ 


FRANCISCO 


AD-ELECTROS MATS PLASTIC PLATES COLOR MATS ATLANTICTYPES JOB ELECTROS 


for qua ity NEW YORK CINCINNATI DETROIT FRANCISCO 
repro duction VAnderbilt 6-0900 PARkway 3577 5-6780 Rittenhouse 6-5902 


CHICAGO: Sales Office, DEarborn 2-2016 


HARTFORD: New Sales Office, ADams 
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Electrotype Products 
Described Brochure 


Recent developments the art 
producing duplicate printing plates 
and the advanced methods used 
the production advertising mate- 
both plate and mat form, are 
Electrotype Stereotype Co. (New 
York). 

The subjects the brochure in- 
clude plastic plates, vinylite mold- 
ing, “baked” mats, wax engravings, 
carton plates, curved press plates, 
dealer cuts and lead molded electro- 
types. The photographs clarify the 
differences various processes and 
products. 

The company suggests copies 
the brochure displayed for refer- 
ence use production departments. 


For your copy circle No. 711 the 
Service Card inside back cover. 


Alco Gravure Process 
Defined Brochure 


Alco-Gravure Division Publi- 
cation Corp. (New York) has issued 
brochure the Alco Process, 
simplified method producing 
gravure cylinders and plates 
means continuous tone positive, 
contact screen, new high speed 
photographic film and improved 
etching procedure. 

According the brochure, the im- 
portant feature the process the 
method obtaining halftone, since 
produces halftone dot for size 
control and continuous tone image 
register provide depth etch 
control. screen plate required. 

diagram and illustrations the 
brochure further explain the process. 


For your copy circle No. 712 the 
Reader’s Service Card inside back cover. 


Camera Work Speeded 
Exposure Calculator 


speed camera operations, 
Di-Noc Co. (Cleveland) offering 
without charge exposure calcu- 
lator with heavy plastic protective 
coating. Once the graphic artist has 
established standard time ex- 
posure for copy same size, need 
only refer the calculator deter- 
mine the various stops required 
for desired enlargements reduc- 
tions. 

Primarily designed eliminate 
the changes the time exposure, 
the circular scale and rotating disc 
also provides helpful filter guide 
with filter descriptions, number and 
letter references and arc factors, 
reference chart “how colors pho- 
tograph” and the correct films and 


filters use for black and white 
reproductions colors, and list 
correct screen distances conforming 
the ratio system “f” stops for 
all rulings from 200 line con- 
ventional glass screens. Calculators 
and information are available with- 
out cost from Di-Noc Co., 1700 Lon- 
don Rd., Cleveland. 


Railway Express Extends 
Free Coverage Matter 


Railway Express valuation cover- 
age $50 now allowed 
printed advertising matter, accord- 
ing flyer issued the company. 

Under the new plan, maximum 
valuation coverage $50 ship- 


additional cost. Above 100 lb. the 
valuation coverage 50¢ per lb. 

According the Express Agency’s 
flyer, the new free valuation cover- 
age plan line with the Agency’s 
recently reduced rates for printed 
matter, which range from per 
for 150 miles 19¢ per lb. 
for 300 3,900 miles. 

The flyer also lists such Railway 
Express services door-to-door 
pickup and delivery, automatic val- 
uation coverage, service, 
etc. 


For your copy circle No. 713 the 
Service Card inside back cover. 


Consolidated Introduces 
New Reproduction Ribbon 


opaque reproduction ribbon 
developed Consolidated Ribbon 
and Carbon Co. (Chicago) offers 
white print process equipment users 
sharper and more uniform copies 
originals. The manufacturer states 
that the use the new Challenge 
brand ribbon means that impressions 
transferred onto the original copy 
are truly opaque. 

The ribbons are available for any 
make typewriter, office busi- 
ness machine. black only, three 
degrees inking are available. 


Knowing you are consumed with 

curiosity, hasten tell you that the 
above letters stand for Thomas McGrath, 
Photo Engravers*. They also stand for 

The Finest Made Photo Engravings. 

say this modestly, course. 


May tell you more? 
*Color and black-and-white. 


Thomas McGrath 


and Associates 
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Here the extra power you need help you 
build extra sales from the advertising campaigns 
you place. Here the Belnap Thompson 
Deluxe Prize Book basic tool included 
your merchandising recommendations. 

Your advertising creates consumer demand. 
This big Prize Book the vehicle that makes sure 
your products reach the point sale time 
meet the demand your ads create. 

Here extra incentive power spark Dealer 
and Jobber Salesmen get out and get distribu- 
tion for the products you advertise. 

Here the extra incentive power spark quick 
starts, long lasting power from starting gun 
final sprint. 


Belnap Thompson works with and through 
Advertising agencies augment your service. 


BELNAP THOMPSON (Canada), Ltd. 
Box #72 Postal Station 
Toronto Ontario, Canada 


Strong claims, these, but one look this 
1956 Prize Book shows you its tremendous in- 
centive power. Ask see this book yourself. 

See for yourself the impact its unique wide- 
screen format with triple-width pages full 
color. See for yourself this 64-page Prize Book 
with color sparkling every page, with pages 
vibrant with full color. See for yourself the 1,600 
luxurious, stimulating prizes, all nationally 
known, universally wanted, the class their 
class. 

Sales incentive plans are integral part 
your agency distribution plan. And Belnap 
Thompson’s 1956 Prize Book has the impact 
deliver your goods. Write for your copy now. 


Center 


Palmer House 
Chicago Illinois 
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Home for All America This three-bedroom home, incorporating features desired 
Better Homes Gardens readers, was the grand prize Quaker Oats promotion 
Aunt Jemima Pancake Mix. 


tie-in with Better Homes Gar- 
dens resulted one the biggest 
and most diversified Aunt Jemima 
Pancake Mix promotions Quaker 


Oats history. 


Aunt Jemima Gives Away 
Home for 


Bert Enos 
Associate Editor 


That smilin’ Aunt Jemima has lots 
smile about this year. She’s come 
through with flying colors one 
the biggest and most diversified Aunt 
Jemima Pancake promotions the 
Quaker Oats Company’s history. 

Fall promotions for Aunt Jemima 
Pancake Mix are annual thing 
with Quaker Oats. Have been, 
fact, since the days when grocers 
necessity cut down their supplies 
flour-type products during the sum- 
mer months. 

Today—even though air-condition- 
ing, better packaging, more efficient 
storage and faster transportation 
have made feasible stock such 
products year-round basis—the 
old habits remain and Quaker Oats 
makes big push come autumn 
fill grocers’ depleted shelves. 


>When came time plan the 
1954 fall promotion, Quaker Oats 


planners looked with interest the 
widespread home-building activities 
the American public. How cap- 
italize this national trend, they 
asked? And almost immediately 
came with one 
away! 

wasn’t simple all that, 
given away, presumably contest 
prize, and contest entries were 
come from the entire country, then 
the home itself had adaptable 
any geographical region. would 
take panel outstanding archi- 
tects solve this question. 

Quaker Oats knew exactly where 
go. 

Better Homes and Gardens maga- 
zine presents each issue Five 
Star Home for which plans are of- 
fered $7.50 set. (Approximately 
2,000 sets plans are sold each 
month.) 1953 the magazine de- 
cided sponsor nationwide model 
home promotion featuring the Sep- 


America 


tember Five Star Home, known 
the “Readers’ Choice Home.” This 
home was built and actively pro- 
moted local builders cities 
across the country. 

Now, 1954, the same publication 
would build its major editorial and 
promotional effort around “Home 
for All America.” This would 
three-bedroom, one-story house in- 
corporating the features most wanted 
modern homemakers, designed 
fit the geography any part the 
would-be builders. 

Participating the promotion 
were local builders who would 
build the homes speculative 
basis and who were required 
Better Homes and Gardens follow 
the basic floor plans, place min- 
imum one page newspaper ad- 
vertising their local media and 
keep the home display from 
Aug. (when the magazine hit the 
newsstands) Oct. 


Premiums, Prizes Specialties 


ae 
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Call the Wild 


Quaker Oats Deeds 
Yukon Land Kids 


While some adult was happily win- 
ning beautiful modern home, sev- 
eral hundred thousand American 
kids were even more eagerly ac- 
quiring possession tracts land 
the Yukon both courtesy 
Quaker Oats. 

It’s true, the tracts land weren’t 
very big ones. One square inch, 
exact. But the kids each square 
inch land meant gold nuggets, the 
frozen Klondike, and personal re- 
lationship with that intrepid hero 
the radio, Sgt. Preston the Yukon. 

The excitement, course, was 
engendered Quaker Oats “Own 
Land Yukon Gold Country” pro- 
motion, which originated during 
April and will continue throughout 
the summer. 

Supported national advertising, 
Sgt. Preston’s radio show and 
spots, Quaker Oats’ latest box- 
top promotion. 


>An actual bona-fide deed 
square inch Yukon land en- 
closed each package Quaker 
Oats Puffed Rice, Puffed Wheat, 
Muffets and the Pack-O-Ten (the 
variety tray). signing his name 
the deed, the youngster automat- 
ically becomes the owner one 
square inch land located 20- 
acre tract near Dawson. 

case any kid wants see what 
his land looks like, sends box 
top and cents Quaker Oats. 
return, the youngster receives 
sample the actual dirt pros- 
pector’s pouch, which bears pic- 
ture Sgt. Preston and his dog, 
Yukon King. 

It’s kidding, either. The dirt 
really comes from land the imme- 
diate vicinity the Quaker claim. 


The magazine planned between 
and pages editorial coverage 
its September issue the “Home 
for All America” promotion, includ- 
ing the cover, with color photo- 
graphs, floor plans and listing 
all local builders who were partici- 
pating. 


tie-in with the Better Homes 
and Gardens promotion offered four 
immediate advantages Quaker 
Oats: 


Effective use advertising 
both the national and local levels 
dovetailing Aunt Jemima and 
Better Homes promotions. 


Quite Poke 
pating Quaker Oats’ Yukon land pro- 
motion get deed one square inch 
land real Yukon territory and sour- 
dough’s pouch containing actual 
sample the land, which mailed from 
Anchorage, Alaska. 


Kids who are partici- 


Quaker Oats paid $1,250 just have 
workmen make their way there, 
steam the ground, dig out five tons 
dirt, put burlap sacks, haul 
out and ship Anchorage, 
Alaska, from which point mailed 
the eager beaver landowners. 


original plan was mail the 
dirt from the Yukon, but because 
complications Canadian customs, 
was decided mail the land from 
Anchorage. The pouches are filled 
volunteer workers the Alaska 
Crippled Children’s Assn. 

The pouches, which were designed 
and produced Steltenkamp-Wil- 
son Associates (Chicago), are sent 
cartons Anchorage and labels, 
ready affixed and mailed, also 
are prepared and sent from Chicago. 

first glance, seems though 
20-acres one square inch tracts 
land awful lot—125,452,800 


Contestants’ interest would 
aroused because matter what 
part the country they lived they 
could see actual home—both 
the process being built and 
completed building. 


Local builders, interested sell- 
ing the homes they had built 
speculative basis, would welcome 
and support Aunt Jemima efforts 
their behalf and would cooperate 
fully with the tie-in promotion. 


The homes themselves could 
used for giving the promotion 
added impact. 

There remained one difficulty. 


tracts, but when you 
consider that deeds are packed 
every carton four separate Quak- 
Oats products and that these 
products are purchased from stores 
all over the it’s quite conceiv- 
able that the company will succeed 
disposing its entire acreage. 


>The pitch that goes with the deed 
directed the child readers and 
guaranteed make every boy 
girl, for that matter want 
the ‘act. Listen this for exciting 
prose: 

“Your land lies rugged wil- 
derness. There are roads even 
trails your land. The way you get 
there boat down the treacher- 
ous Yukon River ‘mushing’ 
across the wilderness. Temperatures 
the land you now own down 
degrees below zero the win- 
ter far colder than ever gets 
even the North Pole!” 

The kids, course, love and 
attest the fact with flood mail 
Quaker Oats. 


>One youngster wrote in, wanting 
make sure the taxes were paid 
his land. Still another requested the 
company sell his tract and send 
him the money “because know 
never get there.” 

Most the kids aren’t that pessi- 
mistic about seeing 
though. Quaker Oats already 
hearing combinations young- 
sters who want put their one- 
inch tracts together they’ll have 
enough land build cabin it. 

Probably the prize adventurer, 
however, the chap who wrote 
follows: 

have recived deed which 
send off for. have read both 
the deed and one them saided 
But don’t which boat catch. 
Please write back and tell 
which Boat catch and where.” 

hope makes it, too! 


Better Homes and Gardens edito- 
rially had made practice not 
tie with products, preferring that 
its promotions strictly confined 
the magazine itself. However, since 
Aunt Jemima Pancake Mix 
product was not the building field 
and since the Aunt Jemima tie-in 
would benefit the 100 builders who 
were constructing the “Home for All 
America” homes, the magazine gave 
formal approval tie-in with the 
Aunt Jemima Division the Quaker 


Oats 


The contest was built around com- 
pleting jingle adding one line 
five line verse. The winner 


; 
4 
J 
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would have “Home for All Amer- 
ica” home built for him local 
builder his own community and 
would given $5,000 cash to- 
wards lot, landscaping, furnishings 
and appliances. Tie-ins with na- 
tional advertisers were arranged 
provide 1,686 additional prizes. Con- 
testants were enclose box top 
from Aunt Jemima Pancake 
Buckwheat Mix with their entries. 

Meanwhile, Quaker Oats instituted 
vigorous pre-selling program dur- 
ing July and August chain stores 
and jobbers, while salesmen were 
being readied for the big push, when 
the entire sales force would 
the pancake promotion Septem- 
ber. 

The opening announcement the 
Aunt Jemima contest was four- 
color spread Better Homes and 
Gardens—in the same September 
issue which told the “Home for All 
America” story pages edi- 
torial matter and the cover. This 
announcement was supplemented 
with: 

four-color page Life. 

One four-color page This Week 
Magazine. 

Five announcements Quaker 
Oats’ Don radio and show. 
Two-page ads trade publi- 
cations. 


>The company also: 

Set $10,000 cash prize contest 
for its salesmen. 

Arranged for Aunt Jemima Days, 
when real Aunt Jemima would 
serve pancakes the 100 homes, 
thus increasing traffic through the 
homes and providing prospects for 
the local builders. 

Provided premium for grocers 
the form Beacon Flasher 
(combination flashlight with flashing 
red light attached). The premium 
was offered dealers who ordered and 
displayed cases Aunt Jemima 
Pancake Buckwheat Mix, and was 
designed that could used 
integral part the display itself. 
Nearly 15,000 flasher premiums were 
distributed the company. The 
Beacon Flasher also was one the 
contest prizes. 

Used point purchase materials, 
including corrugated stand for aisle 
use, which utilized die-cut the 
award house, entry blanks, and the 
Beacon Flasher; combination shelf 
and stack card with slot containing 
entry blanks, and entry blanks with 
rubber bands for use bulletin 
boards around packages. 

Provided one, two and three- 
column and full-page newspaper 
mats, 

Supplied 10,000 “flasher sheets” 
dealers and jobbers. This four- 
page heavy stock piece punched 


BABY SITTER’S MEMO 
natural for the family unit 
approved Institute! 


cleanest, 
fastest, 
easiest 
etter-opener 


anyone these handy reminders 

can man- -sized job for you any 
day the week— every the year for 

They stay use, stay sight, keep 
never wear out their 


CHRISTMAS 
BOOK 
ever popular 
build lasting 
good-will! 


BUDGET ENVELOPES 
boon home- makers 


POSTAGE CALCULATOR 
figures mailing-costs quickly 
office shipping room! 


WRITE, WIRE PHONE FOR SAMPLES 
these and other clever business-builders 
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You Get Something 
Extra 


Advertisers may combine their total number insertions in— 
Advertising Requirements 
Advertising Age 
Industrial Marketing 


—to earn the best frequency discount for each (minimum 
rateholder regulations applying). 


ADVERTISING PUBLICATIONS, Inc. 


200 Illinois St., Chicago 11, 


SALES STORY RIGHT INTO 
als 

O 


PREMIUMS 


suit 
your budget! 


PITCHER 


DETACHABLE 
HANDLE 
REFRIGERATOR SPACE SAVER 


THE HARD THE EASY WAY 


ALL KITCHEN 
SET (SPATULAS) 


FLEXIBLE UNBREAKABLE 


Ice Box Cookie Molds. 


Put real 


with these high-quality, moderately 
priced 


your future saies, 


For full write: 


94 


June 1955 
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Stars Don McNeill’s Breakfast Club radio show, which 


played large part Quaker Oats’ American home promotion, anticipate breakfast 
the outdoor kitchen Better Homes Gardens home, one which became the 
grand prize the Aunt Jemima Pancake Mix promotion. 


fit loose-leaf binder. 
The inside pages picture the house 
and four store displays and contains 
pocket with reprints ads, dealer 
mats and other sales aids. The re- 
verse side features pop-up the 
house. 


Also prepared manuals for Quaker 
Oats salesmen, which included the 
merchandising plan for the joint 
Quaker Oats and local builder pro- 
motion the contest, copy letter 
from Meredith Publishing Co. 
local cooperating builders explaining 
the tie-in and paving the way for 
call from Quaker Oats representa- 
tive and regional list builders’ 
and suppliers’ names and addresses. 


>In addition the Quaker Oats- 
Better Homes and Gardens tie-in, 
the promotion offered many other 
tie-in opportunities. Furniture stores 
communities where the 100 houses 
were being built were natural tie- 
ins, while the companies which also 
donated prizes the contest were 
interested promotion their own 
prizes. 

General Electric, for example, 
which offered electric kitchen 
second prize, presented the program 
its entire distributive sales force; 
Georgia-Pacific, which sponsored 
wall paneling and installation, sent 
out 22,000 reprints; Walt Inc., 
sponsor six prizes for home power 
shops, mailed out 50,000 entry 
blanks. Other prizes, all which 


offered opportunity for tie-ins, were 
Minneapolis-Honeywell Electronic 
Moduflows, Gold Seal floors, Curtis 
Efficiency Kitchen Cabinets, Yale 
Towne Cylindrical Locks and Door 
Closures, Lane Cedar Chest and 
Cannon Towels, Beacon Highway 
Safety Lights (the Beacon Flasher 
that also was used dealer pre- 
mium), Masonite “Peg-Boards” and 
Pacific Contour Sheets. 

the job every minute, course, 
were the local builders, whose in- 
vestments the homes they were 
constructing ran from $20,000 
$50,000 each. addition arranging 
tie-ins with local suppliers, the 
builders were most interested 
traffic through the homes and co- 
operated whole-heartedly with the 
Aunt Jemima Days and other pro- 
motional gimmicks that were util- 
ized. 


announcements and entry 
blanks were distributed the 
builders the tune estimated 
50,000 per home for total 
5,000,000 impressions, tremendous 
impact any man’s book. 

The contest formally closed Nov. 
and the winners were an- 
nounced some time after the first 
the year. Meanwhile, Aunt Jemima 
Pancake and Buckwheat Mix sales 
are booming never before, while 
Quaker Oats officials are already be- 
ginning think how make 
Aunt Jemima smile again 1955. 


501 Kane St., Baraboo, Wis 


From consultant father pre- 
mium what 
happening advertising agencies 
with the increasing importance 
premiums today’s shifting market- 
ing picture, according Robert 
Healy, vice-president and chairman 
the operations committee 
McCann-Erickson. 

Mr. Healy spoke some 1,400 pre- 
mium suppliers and users the 
Premium Advertising Conference 
the Premium Advertising Assn. 
America Chicago. 

“It was not long ago that the 
advertising agency was called 
act more like consultant than 
father premium promotions,” Mr. 
Healy said. “But today, believe 
integral part our market- 
ing responsibility our clients 
initiate the right premium for the 
right purpose the right time, and 
plan every major detail its han- 
dling.” 


>Mr. Healy traced the “long-term 
trend” marketing from the 
time when the manufacturer sold 
his product primarily 
rather than people. “We produce 
the product, the dealer sells it,” was 
the manufacturer’s attitude, Mr. 
Healy indicated. 

time went the manufacturer 
began more and more help the 
dealer sell his product putting 
pressure the consumer, constant- 
increasing the pressure both 
dealer and consumer until with the 
advent self-service, the maker be- 
came the primary seller the con- 
sumer, selling the consumer before 
she entered the store order 
insure sales his product once the 
consumer the store. 

“To create such direct pressure 
the consumer is, course, the ad- 
vertising agency’s primary respon- 
Mr. Healy said. “And when 
‘consumer pressure’ the target, it’s 
hardly surprise that the alert and 
modern advertising agency looks 
seriously premium promotions 
part the basic artillery. 


Premiums Play More 


Important Role 


properly, premium promo- 
tions force the consumer pay at- 
tention our product, instead the 
competitor’s Mr. Healy 
said. 

Based his experience han- 
dling premium promotions through 
advertising agency, Mr. Healy 
issued four warning against “plung- 
ing headlong into premium pro- 
motion” without sound merchandis- 
ing thinking. reasons not good 


Robert Healy 
premiums. 


enough themselves warrant 
premium promotion, listed: 


similar promotion was used 
generally successful manufac- 
turer. 


Someone heard about similar 
promotion and assumed that was 
really successful documentation 
such cases always hazy. 


The desire management 
prove can wheel and deal well 
the next fellow. 


The inherent urge “make peo- 
ple sit and take notice.” 


important,” Mr. Healy said, 
“that any decision the premi- 
realistic appraisal the status quo,” 
and listed nine factors that users 
premiums must also take into 
consideration: 


Promotion Efforts 


Packaging 
Size and capability the sales 
force 
Method distribution 
Type consumer 
Price the product 
Trade practices 
Profit structure 
Re-purchase cycle 
Competitive offers 
conclusion, Mr. Healy pointed 
out six objectives that must pre- 
cisely defined before making the 
decision ahead with pre- 
mium: 
load dealers with merchan- 
dise anticipation heavier-than- 
normal sales induced the pre- 
mium. 
men with reason for working more 
cooperatively with our dealer. 
create “buying atmosphere” 
stores handling this company’s 
merchandise. 
promotional minded manufacturer. 
harness the proven sales 
power the company’s program. 


The four “P’s” premium use 
were discussed Arthur Motley, 
president, Parade Publications Inc. 
(New York), who pointed out that 
while premiums are not new, the 
acceptance premiums in- 
tegral and important part modern 
marketing new. 

“The first the use premi- 
ums Mr. Motley said. 
“The premium must right. Smart 


Arthur (Red) Motley 
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WEST 


Something Extra 
Exposition, holds down number one position premium that really 
extra—a Tiger bicycle built for five exhibited Inter-Hemisphere Imports Inc. (New 
York). Backseat drivers keeping eye Marcia Drewry are Hugh Manar, Spur 


Distributing Co. 


(Nashville); Edward Stones, Albers Milling Co. 


Miss Something Extra, queen the National Premium Buyers 


(Los Angeles) 


Robert Buck, Pet Milk Co. (St. Louis), and Gorden Bowen, president the Premium 


Advertising Assn. America. 


users premiums are doing what 
the Post Cereals Division has done 
for some time. They are pre-testing 
the premium panel which rep- 
resents cross section the popu- 
lation the United States age, 
sex, income, geographical location, 
etc. Unless the percentage the 
panel ordering premium sub- 
stantial, the premium user knows 
that his premium not right and 
that another must found.” 

Mr. Motley said that least 15% 
20% the test panel should or- 
der premium assure its success. 
“On the other hand,” said, “if 
more than third panel goes 
for item you can pretty sure 
it’s winner.” 


>Mr. Motley’s second “P” pre- 
mium use was price. “Since most 


premiums are self-liquidating,” 
pointed out, “it’s fairly easy mat- 
ter ascertain through the test 
panel method whether the price 
right and whether the volume will 
sufficiently large permit pur- 
chase price that will really 
self-liquidating. 

said. “That important one, and 
one knows that better than 
publisher. frequently find our- 
selves hot water with our readers 
because the planning behind pre- 
mium offer has not been good enough 
make sure that the manufacturer 
the premium can deliver suffi- 
cient volume good quality 
satisfy the huge returns from pre- 
mium offer. Nothing kills sale 
more quickly and effectively than 
the news that the customer cannot 


SOUNDS 
REASONABLE! 
WHO'S BEST 
QUALIFIED 


MERCHANDISING 


FAMOUS NAME COMICS, INC. 1860 BROADWAY, NEW YORK 


KNOW WHAT 
APPEALS BOYS AND GIRLS 
AND HAD PLENTY 


I'LL GIVE 
THEM CALL! 


have the color size desires. 
‘Out stock’ bad premium 
offers the sale the prod- 
uct itself. 

“The fourth promotion. 
There still too understand- 
ing the importance promotion— 
packaging, point-of-sale displays, 
and paid advertising—in successful 
premium selling. Even the free dish- 
cloth, offered conventionally and 
continuously with package Glim, 
was successful because constant 
promotion through spots and 
newspaper advertisements. Babbitt’s 
companion offer with Bab-O, self- 
liquidating offer frying pan for 
dollar, was not advertised but was 
printed the label. Admittedly, 
was not successful the premi- 
offered the case Glim. Kel- 
logg has found that even premiums 
such aprons, plastic dinnerware 
and silverware require big, contin- 
uous promotion programs suc- 
cessful.” 


Adolphe Zuzenak, advertising 
and merchandising director, Tom 
Boy Stores (St. Louis), presented 
six points “that represent the prob- 
lems the retail grocer faced with 
promoting premiums”: 


There must immediate need 
and want for the premium. This can 
best determined door-to-door 
research, which gives assurance 
the potential volume. this con- 
nection, Mr. Zuzenak decried the 
use the guaranteed sale which, 
said, always places some sort 
stigma the item. infers imme- 
diately that there good chance 
the item not going sell, 
asserted. 


There must proper supply 
premiums the premium sup- 
plier’s end. Due warehouse space 
the wholesale level being 
premium, the elimination back- 
rooms retail stores and the fact 
that retail profits are made only 


youngsters buy your product 
can influence its purchase, your 
best sales tool your own promo- 
tion comic books. Nothing matches 
their popularity and effectiveness 
going straight the hearts 
youth. It'll pay you discuss your 


problem with Harvey because 
promotion comics mean business! 
Complete, competent facilities for Planning, 


Copy, Artwork, Engravings, Printing, Distri- 
bution, and Testing 


For information and samples, write 
phone PROMOTION COMICS DIVISION 


: 

THIS MEETING 
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Adolphe Zuzenak 
grocers have problems. 


volume and fast turnover, retailers 
must receive merchandise the 
amounts that will move week 
more than two week’s time. 


Packaging should come within 
the realm the price the house- 
wife will can pay. She enters the 
store with limited amount mon- 
ey, and her first purpose buy 
food for her family. Only after she 
has done this and she has some 
money left over, will she buy the 
premium. Many premiums will not 
move they are packaged the 
same package that handled the 
department stores—even though the 
food store may underselling the 
department store. 


How much profit should made 
premiums? The profit structure 
the food business such that 
naturally attempt pick extra 
profit wherever possible. However, 
the potential premium one 
terrific volume sales, place the 
item the same bracket soaps, 
cereals, sugar, milk, etc., the vol- 
ume will make more dollar profit 
opposed one carrying large per- 
cent profit, but having limited 
sales. 


Deceptive pricing one the 
pitfalls premium merchandising. 
honest the use figures. 
the item has been pre-tested; the 
item something the housewife 
wants; the price right, then 
there need place fictitious 
value it. 


Premiums should confined 
their original purpose—to motivate 
sales other products. some 
cases, retail stores are being offered 
every conceivable item with the rec- 
ommendation they use pre- 
mium promotion and place lot 
advertising behind it. Actually, many 
these items belong on, are al- 
ready being sold on, the housewares 
racks retailers’ stores. There also 
trend among manufacturers 
redesign packages order get 


more space the retailers’ already 
dwindling shelves. Even though such 
premiums not cost the retailer 
any more money and may increase 
sales the product, the retailer does 
require more cubic footage his 
warehouse stock the premium— 
and this costs money. addition, 
the oversize case and additional 
weight requires more trucks. This, 
too, costs more money. And then 
the retail level, the retailer has 
decrease space some products 
make space for the larger premium 
pack, with the result that profit 
lost the items eliminated from the 
shelf make room for the larger 
package. 


Stainless Steel Utensil 
Gifts Shown Catalog 


Deluxe stainless steel kitchen 
utensils and barbecue sets are of- 
fered gift and premium sugges- 
tions Ace Products Co. (Chalfont, 
Pa.). The attractive line described 
and illustrated catalog put out 
the company. 

The utensils, which include such 
standard kitchen tools food turn- 
ers, spatulas, ladles, forks and util- 
ity and serving spoons, are available 
with three different style handles— 
antique bone ivory, jet black and 
Formica Pakkawood. 
are offered sets separate 
pieces. addition the tools, wall 
hangers for them and knife sharp- 
eners also are described. Quantity 
prices range from $7.20 for seven 
piece set $1.05 for one piece. 

The Ace barbecue sets, suggested 
good gifts for men, have utensils 
with extra long wooden handles and 
leather thongs for hanging. Prices 
for the sets range from $8.95 for 
seven piece set $4.50 for three- 
piece. 


For your copy circle No. 718 the 
Reader’s Service Card inside back cover. 


Truhone New Device 
For Sharpening Scissors 


You can your own scissors 
grinder with Truhone, new, pat- 
ented scissors sharpener being 
(Cleveland). The sharpener, which 
features floating, self-adjusting car- 
borundum hone that automatically 
conforms the correct cutting edge 
and blade bevel any type style 
scissors, made plastic, with 
rubber tip base prevent slipping. 

The sharpener, designed for use 
homes, offices, stores, schools, etc. 
retails for $1. Additional details are 
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MAY SEND YOU 
SAMPLE? 


Would the opportunity secure exclusive 
use exceptional type publicity 
worth something you? Would worth 
dollar investigate? 

For twenty years have been making 
Finest Calendar.” has rec- 
ord results that put class com- 
pletely apart from other advertising cal- 
endars. When you see you will understand 
the reason for its remarkable effectiveness. 

This the calendar that business execu- 
tives and professional men hang their 
private offices—a fact repeatedly affirmed 
present users. Delivered Christmas, 
serve you well your recipient through 
the entire year. 

Let send you our patented TUCK-UP 
Calendar inspect and appraise. 
charge $1.00 for the sample copy, order 
limit our samples those who are seri- 
ously interested obtaining superior 
form business building advertising. 
costs more than one dollar place 
your desk. Should you decide, after exam- 
ining it, that does not suit your need, send 
back and will refund your money. 


SCHNEIDEREITH SONS 
Printing Character since 1849 
201 Sharp St., Baltimore Md. 


for more details circle 843, page 119 


INVISIBLE INK 
POST CARDS 


DIP WATER and your own 
Message and Greeting Appears Instantly. 

When Card is Dry—Meossage Disappears. 
Dipped in Water Again Message Reappears. 

Same Card can be Used Many Times. 


HORSE RACE Charts with Invisible Ink 
Winners. 


MAGIC HORSE RACE Tissue. Start 
Race with lighted Cigarette for Winners. 


JOBBERS WANTED 
Write Letterhead for Free Samples 


MOSS AND CO. 
Irving St., HARTFORD CONN. 
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ADD PERSONALIZED PUNCH 


for Executives, 


trademark, logo, 
slogan, product, col- 
orfully reproduced 
bow ties, will 
symbolize the cooperative good will 
thot marks every successful business 


Designed your needs dignified 
flamboyont this HAND MADE 
neckweor distinctive quality will 
add punch your sales program, con- 
vention, new-product announcement, 
any event. Top quality 
any quantity one unit million! 
write TODAY for de- 
tails. Furnish samples 
and estimated quantity. 


AMERICAN 
NECKWEAR MFG. CO. 


DEPT.AR 
FRANKLIN ST. 
CHICAGO ILLINOIS 


mate 


for more details cricle 755, page 119 


Banners 


distinction Indoors 


BANNERS 


Versatile Mats Offered 
Ballonoff Products 


versatile series all-purpose 
mats has been designed adver- 
tising specialties and premiums 
Ballonoff Metal Products Co. (Cleve- 
land). Called Pro-Tex mats, the 
handy household items serve 
either hot pad wall plaque. 

Several different designs are avail- 
able, including colorful renditions 
antique automobiles, floral patterns, 
colonial scenes, wildlife, etc. Just 
added the line colorful 1956 
calendar. 

Most the mats are square, 
metal and asbestos, with lithographed 
scenes the face. Each mat features 
special hanger for conversion 
plaque. 

Additional details are available. 
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Memo Pad Designed 
Monthly Reminder 


memo stand which becomes 
monthly salesman’s follow-up visit 
has been developed Maxwell 
Bentley Mfg. Co. Inc. (New York). 
The promotion based the need 
minder that every sales prospect 
can “visited” once month. 

The initial presentation includes 
brass plated memo holder and 
memo paper and one Quote-of-the- 
Month card. This card displays 
selected quotation from famous 
person, lithographed picture 
monthly calendar and the advertise- 
ment the firm making the dis- 
tribution. 

The cost about 20¢ per month 
for everything—the stand, memo pa- 
per, cards, postage, envelopes, mail- 
ing, addressing, etc. All that need 
submitted list recipients. Addi- 
tional information available from 
the company. 


For your copy circle No. 721 the 
Service Card inside back cover. 


Snack Dishes, Tumblers 
Shown Gits Brochure 


Two unusual and attractive pre- 
mium-business gift items—the Color- 
vision Snack Set and the Hi-Kool 
Town and Country Set—are described 
and illustrated color brochure 
issued Gits Molding Corp. (Chi- 
cago). 

The Colorvision Snack Set con- 
sists six portion plates with 
matching cups. The plates are di- 
vided separate portions food 
and hold the cups. Made Dow 
Styron, the plates are available 
pastel color assortment—melon, cit- 


rus yellow and almond green. The 
set retails for $4.50. 

The Hi-Kool tumblers are “insu- 
lated” keep cold drinks cold and 
hot drinks hot. Each Hi-Kool 
really two glasses that fit together 
one create insulating effect. 
The Dow Styron tumblers are 
available assortment pastel 
colors sets six glasses. The re- 
tail price per set $5. 

addition the gift sets, the 
Gits brochure also shows ice tray 
that produces crushed ice and Sty- 
ron milk and juice container. 
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Incentives Newsletter 
Will Issued Monthly 


monthly newsletter, called “In- 
centives Work” and devoted en- 
tirely merchandise prize incentive 
programs, has been launched Bel- 
nap Thompson (Chicago) pro- 
vide sales executives with profit- 
producing ideas. 

Believing that the best ideas are 

those which can put immediate 
use, Belnap Thompson expects the 
newsletter perform two functions: 
Present the most successful in- 
centive ideas easy-to-read, easy- 
to-use style, using case histories for 
source material. 
Disclose important new develop- 
ments the incentive field while 
they are new. The first issue, for 
example, reports new type 
scoreboard for prize programs and 
novel series travel incentive mail- 
ing pieces. 

The first issue also includes cap- 
sule case history successful in- 
centive program, suggestions for 
contest themes, methods simplify- 
ing contest administration, and sev- 
eral ideas for enlisting the active 
support participants’ families 
incentive programs. 

Details the newsletter and 
sample copies are available. 
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“Yeah! Yaa! Sure! And when first 
came out with king-size cigarets, you 
said they sell 


Advertise 
gifts! 
TIES 

\ 


Allen Sommers 
Philadelphia Correspondent 


When Harold Norman, Phila- 
delphia sales incentive 
made presentation National Dis- 
tillers Products Corp. Pennsyl- 
vania, came with little sur- 
prise called “The Wonderful Letters 
from Story Book Village.” 

Almost within minutes, National 
Distillers accepted the entire pro- 
gram. 

Since then, has come with 
number other sales incentive 
programs for national and regional 
firms, and clinched them with the 
“Story Book Village” segment. 


>The theory behind this clincher 
(before detail the actual thinking 


series unusual letters children 


salesmen doing effective 


promotion job for national advertiser. 


behind the “village” itself) that 
sales promotion drive which includes 
the salesmen’s children generally 
turns out much better than one 
which does not. 

Here the way Mr. Norman puts 
it: “When salesman feels that the 
company human enough think 
his six-year-old boy, for instance, 
that company must pretty nice, 
and he’s going show his company 
that appreciates it. And how does 
it—by working harder!” 

The National Distillers drive was 
the proof that the proof the 
pudding. The sales incentive drive 
was built around sales contest. 
Each salesman received question- 
naire asking for the name his 
wife and names, ages and nicknames 
children 10. After this in- 
formation was received Mr. Nor- 
man’s firm, each child received 
warm, colorful, friendly letter from 
place known “Story Book 
lage” (located town called 
Green Lane, Pa., about odd miles 
outside philadelphia). 

After that, each month the chil- 
dren received personal letter from 


Story Book Village, with the animals 
who “live” there ostensibly writing 
the letters. 


>It was contest 
with National Distillers that brought 
out the full impact the value 
children’s participation. Daddy was 
made ball player with the task 
improving his batting average—his 
sales batting average, that is. Simul- 
taneously contest was staged 
among the children. 

“Geddy,” the boxer dog, 
friendly letter the youngsters, of- 
fered ball bat ball the one 
sending the largest number 
baseball words terms. Most 
youngsters responded with 100-200 
terms, except for eight-year-old 
Buddy Smick Philadelphia. 
came with 776 baseball words. 

When his family heard young 
Buddy had won, there was such 
general rejoicing that the neighbors 
thought the family had won the 
Irish Sweepstakes. didn’t just 
get ball and bat. got the en- 
tire works, including suit, cap and 
glove. The word soon got around 


Direct Advertising 


Story Book Village 
Green Lane, Pa. 


local radio station disc jockey 
and the story was repeated. 

Where was Dad? was out set- 
ting sales records such has 
never made since joining National 
Distillers. 


Actually, the Story Book Vil- 
lage segment there was direct 
contact between the children’s con- 
test and the National Distillers con- 
test except that both were built 
around baseball. 

explained Mr. Norman, the 
children’s part works indirection. 
Dad proud the fact that the 
company will think his children. 
turn, the child informed that 
his father involved sales con- 
test. Again, indirection, dad 
encouraged his children. 

Here, outline form what Har- 
old Norman’s sales incentive plan 
involves: 

Over-all program 
Merchandise cash rewards 
Tokens special recognition 
Story Book Village Program 

Done such way that the 
salesman not aware first 
that coming from his own 
company. 

salesman, mention made 
Story Book Village promotion. 

Plan worked out where par- 
ent becomes unavoidably in- 
volved with his children. Cost 
per child per year, except 
for gifts. 


>Hal Norman and his wife, Sue, 
did the original planning this seg- 
ment the program. They wrote the 
series letters together. John and 
Helen Kennedy, neighbors and na- 
tionally-known illustrators and art- 
ists, did the artwork. Each letter and 
each card different design. 


100 June 1955 


The letterheads and cards, gen- 
erally two colors, were then offset 
printed large quantities Ste- 
phenson Bros. (Philadelphia). The 
actual letters are mimeographed and 
adressed ink hand. 


introductory letter witha 
“Story Book Village” letterhead 
three colors sets the pace: 

happy tell you that 
someone real nice told you would 
like hear from Story Book Vil- 
lage. So, we’re going write letters 
you, send you gifts, and most 
all—tell you all about this wonderful 
place! 

pretty excited right now 
because have newcomer 
Story Book Village. very sad-eyed 
beagle hound! And his name? It’s 
Cecil! Isn’t that something? 

“Abigail, the beagle who has lived 
here for long time, doesn’t know 
just what think Cecil yet, but 
won’t take long for them get 
acquainted. You see, all the ani- 
mals love each other Story Book 
Village. 

going tell you all about 
the animals who have much fun 
here. real important, too— 
just like grown-up—because you 
will receive mail addressed right 
you.” 

The letter signed: “From the 
folks and animals Story Book Vil- 
lage.” 


letters are mailed 
monthly and keyed the particular 
month. The letter for June, for ex- 
ample, has line drawing car- 
rousel with children and animals rid- 
ing and pennant wav- 
ing above it. The illustration 
printed orange and black pale 
yellow stock. 
This letter says: 


busy having fun, just don’t have 
much time write. That’s why the 
artist left little space put 
our letter. 

“Vacation time just beginning, 
and those our little friends who 
are old enough attend school are 
starting their long weeks play 
visiting new places and hav- 
ing fun day after day. Those not 
yet school will busier than ever 
and they, too, will thrilled 
exciting new adventures and 
making new friends. 

sure like have you write 
send card when you are 
away this summer. don’t have 
time away, because animals 
are really homebodies, and don’t 
like venture too far away. So, 
drop Geddy, Cecil, Abbie 
post-card when you think it. 

“Tell where you are going 
where you have been. 
glad hear from you. 

“And—to every one our little 
friends—have wonderful summer!” 


idea Story Book Village 
came the Normans when they 
were looking for home around 
Green Lane, Pa. what seemed 
like wilderness they found group 
beautiful white buildings with 
green shutters. seemed like 
fairyland them. 

“It’s just like little village, 
Story Book Village,” repeated 
their original words. 

The idea then followed that 
would good idea tell children 
everywhere about this wonderful 
place. The letters were designed and 
directed towards children two 
eight years age. 

Letters tell about their cat, Lydia, 
and her family kittens. Also, there 
are stories about Cecil, the beagle. 
Three books are mailed young- 


Village Planners Harold and Sue 
Norman Story Book Village pres- 
entation their Pennsylvania 
reality, the location the children’s 
fairyland. 
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sters during the year, selected with 
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Baseball Champ Buddy Smick came 
with 776 baseball words win 
complete baseball outfit competition 
with other children who received letters 
from Story Book Village. 


regard age. Religiously, they are 
non-sectarian. Birthday cards and 
gifts also are sent out. 

For the books, birthday gifts, let- 
ters, etc., the cost actually $10 
year for one child family, $7.50 
for second, and for each addi- 
tional child. This complete package 
(letters only year) can substi- 
tute year around gifts for the 
youngsters. 


the children like it? When 
mama cat gave birth litter 
kittens, placed the official corre- 
spondent the Village—Geddy, the 
boxer such tizzy for 
names that immediately an- 
nounced kitten naming contest for 
the children. 

Compare the response with any 
direct mail campaign you’ve ever 
100%, with captivating replies, 
only children’s letters can be. (Ged- 
was still quandary. The 
names were all good, had 
give gift every youngster enter- 
ing the contest.) 


Produced Hollander 


glimmering die-cut that calls 
Glimmick has been developed 
Allen Hollander Co. Inc. (New 
York) for use decorating greeting 
cards, plastic novelties, toys and di- 
rect mail letters. 

Made metallized Mirro-Brite 
plastic, the new product looks like 
metal and can handled like paper. 
can die cut, processed, printed, 


etc. costs considerably less than 
metal. 

Dollar signs, keys, fish, hats, horse- 
shoes, carton figures—almost any de- 
sign can produced with the new 
medium, which can made any 
shape size, imprinted blank, 
and can produced with without 
pressure sensitized backing wide 
variety colors. 

Further information regarding 
company. 
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Dexter Offers Samples 
Color Post Cards 


Samples and price lists low cost 
color postcards are offered 
handy portfolio Dexter Press 
Inc. (New York). The company says 
that through special process 
able offer its “natural” color post- 
cards reduced prices. 

The cards range size from the 
giant 6x9” business card size, 
Prices range from $60 for 
3,000 the color cards 
$130 for 3,000 giant cards. 

The company also produces “nat- 
ural” color prints for variety 
other uses including calendars, bro- 
chures, table tops, counter displays, 
inserts and 11x14” salon 
prints. 


For your copy circle No. 725 the 
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Offer Giant Messages 


giant “Postalgram” being of- 
fered advertisers Mailograph Co. 
(New York). The oversize telegram 
stock similar Western Union 
blanks. Any copy can inserted 
giant letters the sheet. Samples 
and additional details are available. 


For your copy circle No. 726 the 
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Introducin 


heavy, white card stock. 


ADVERCARDS 


Giant-size! Colorful! 
EXCITING DAY THE CIRCUS 


new selection jumbo mailing cards for advertisers who want inexpensive 
mailings and the advantages color printing and professional art. 


Eighteen eye-catching border designs, pre-printed brilliant color 


Direct mail users can imprint sales messages and announcements oversize 
copy space, using any office duplicator. 


AdverCards are designed, printed and sold American Mail Advertising, 1954 
winner five national awards for creative mail advertising. 


Write for Free Sample Kit and Price List 


American Mail Advertising 


INCORPORATED 
610 NEWBURY STREET, BOSTON 15, MASS. 


SEND YOUR CATALOG 


Envelope compartment integral 
pasted on... 
snag pull loose. 


Safety Signal Flap exclusive with 
Du-Plex warns not overlook 
letter face. 


Write for Du-Plex samples and 


for more details circle 789, page 119 


21,000 Circulation 


Hand-Picked for Buying Power 


Nowhere else can you get such cover- 


age, carefully tailored and 


precisely directed buyers adver- 


services, materials, equipment, 


supplies. 


Get AR! 


for more details circle 752, page 119 


FRANKLIN BLVD., CHICAGO 12, ILL. 
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she handles all the details 


Let Marie handle your complete mailings 
—including multigraphing, mimeograph- 
ing, addressing, fill-in multigraphed 
letters and planographing. 


Marie keeps your Mailing List up-to- 
date too and frees you from all the detail 
work. 


Direct mail has been our business for 
years. pick your rush copy, give 
quick service, accurate work and 
guarantee prompt delivery. 


Dearborn St. Chicago Illinois 


for more details circle 811, page 119 


GLEAN WITH 


GLIMMICKS 


GLIMMERING GIMMICKS 
DIE-CUT, PRINTED, 
PRESSURE SENSITIVE BACKED 


MIRRO-BRITE 
METALIZED PLASTIC 


HIGHEST ATTENTION VALUE 


IDEAL FOR TIP-ONS 
SPACE DIRECT 
MAIL ADVERTISING 


PERFECT FOR 
NAME PLATES, LOGOS 
EMBLEMS, TRADEMARKS 


WRITE FOR SAMPLES 


and prices NOW! 


allen hollander company, inc. 
385 Gerard Ave., New York 51, 


for more details circle 801, page 119 
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Uses Match Books 
Told 2-Way Folder 


two-way four-page folder de- 
scribing the use match books 
getting response direct mail and 
the replica packaging match books 
available from Universal Match 
Corp. (St. Louis). 

For this attractive folder, Uni- 
versal Match has taken two folders 
and combined them into single 
piece while retaining the identity 
each. One covers says, “Take the 
Short Cuts Sales,” while the other 
cover (you flip the complete folder 
over) says, “Wrap Sales with 
Model Packaging.” 

The inside cover and two following 
pages (it makes difference which 
end you start since there’s 
front and back) carry out the theme 
the covers. 

The section devoted direct mail 
describes the use matchbooks 
getting readership, filling the gap be- 
tween mailings and calls and check- 
ing mailing lists. The other section 
describes and illustrates the use 
such replica packaging for match 
books mailbox, heavy duty 
truck, oil drum, showboat, bank 
vault, shoe box, etc. 
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Art Press Offers Admen 
Stamp Promotion Service 


help admen tie with favor- 
ite collecting, 
the Art Press (Irvington, J.) has 
set new special service. The 
company will make available first 
day covers direct mail medium. 

The growing popularity first 
day covers promotion pieces was 
covered article, “First Day 
Covers—Low Cost Mailing with Im- 
pact,” which appeared December 
(page 75). 

The first day covers will em- 
bellished with decorative designs 


“That direct male from Direct Mail 
here.” 


Sample Covers 
are samples the type that Art Press 
offering admen for direct mail promo- 
tions. 


These first day covers 


symbolizing the commemorative 
event, steel engraved bond enve- 
lopes. Art Press will offer complete 
facilities servicing this promo- 
tion—including addressing and mail- 
ing, designing and printing inserts 
and preparing copy. 

brochure describing this new 
promotion available. 
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Atlantic Advertising Offers 
Cartoon Calendar Blotters 


Cartoon blotters with new car- 
toon for each month the year are 
offered new twist the blotter 
gimmick Atlantic Advertising 
Inc. (Atlantic City, J.). 

The blotters are personalized for 
the user both the cartoon and 
the body the blotter. Prices start 
$4.25 month for 125 blotters, and 
cartoon calendar blotters are sold 
exclusive basis only one firm 
each classification city. 

typical blotter shows two pros- 
pectors, one having just discovered 
gold. But the other not interested. 
“Don’t bother me,” says, “I’m 
hurrying open account First 
National.” 

Further information and samples 
are available from the company. 


For your copy circle No. 729 the 
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Mailing Lists 
Compiled Booklet 


new booklet Market Compila- 
tion Research (No. Hollywood, 
Cal.) lists approximately 1,300 mail- 
ing lists with prices for each. 


Lists are given alphabetically and 
range from 23,000 certified public ac- 
countants 1,400 YMCA’s. Included 
the booklet are descriptions and 
prices for some Canadian lists. 

The lists described are available 
envelopes mailing pieces, re- 
turned for mailing mailed from 
the company’s post office. 
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What your 


specialized specialty, 


Mr. Package 


Leonard Koppel 
Package Designer 
New York 


will not surprise one bit, 
some morning open favorite 
newspaper and find worded: 
“Wanted: Package Designer—thor- 
oughly experienced creating box 
designs for lilac-scented, blue-tipped 
ice tongs. others need apply.” 

Why many today’s per- 
sonnel charge their companies’ 
packaging programs put much 
stress specialization? 

recall one case not many years 
back, when just such requirement 
became boomerang. This company 
insisted that the designer was 
commission for the re-designing 
its packaging just had special- 
ist the particular field. The com- 
pany found and the result 
was format design identical 
with one its competitors (also 
client the same designer) that the 
company was sued court for in- 
fringement design. 


regarding the designing some 
packages for newly acquired ac- 
count. During discussion with the 
agency later its offices, was told 
that the work was for candy manu- 
facturer, and did not specialize 
that particular field, the agency 
did not believe could expedite the 
assignment properly. When 


query they admitted that they had 
never handled candy account be- 
fore, replyed that this new client 
had used the same basis judgment 
his choice new agency, this 
added account would never have 
landed their lap. 

Fortunately, all organizations 
not think along these lines. Many 


welcome the fresh approach given 


their packaging designer who 
has not been drained too much 
specialization just one field. They 
have long realized that package de- 
signer specialist his own right. 
could have been advertising 
art director poster artist. But 
chose field which found his 
creative talent best suited. con- 
stantly making studies point-of- 
purchase eye appeal. Available 
materials together with technical 
construction and production are all 
part his knowledge. Trends 
consumer reaction through research 
and field reports also add his 
ability. 


>My last position before opened 
own package design studio was 
with cosmetic manufacturer. When 
started solicit work in- 
dependent designer, portfolio 
contained mostly samples work 
the cosmetic field. remember 
clearly the day called upon the 
owner company manufacturing 
insecticides. and his sales depart- 
ment felt the need packaging 
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redesign program, and having re- 
ceived one promotional pieces, 
phoned arrange meeting. 


walked into the office feeling like 
interloper. Showing manufac- 
turer moth killers and ant destroy- 
ers array perfume, cosmetic and 
toiletry packaging was not idea 
concrete salesmanship. Yet this 
executive was aware that package 
designer was designer packages. 

mattered not what the product 
was breakfast cereal, pogo 
stick yes, even lilac-scented, 
blue-tipped ice tongs. package de- 
signer, sincere his study any 
given product, could come with 
the right answers. 


>This became first major as- 
signment. had never before worked 
package design project for this 
type product. That this account 
has continued retain its de- 
sign consultant for years proof 
that inaugural work was success- 
ful. 

our merchandising marts with the 
mark monotony, let not force 
our package designers into categories 
pin-pointed specialists. The 
shelves and counters our stores 
should sparkle with competing 
thoughts. Today’s consumer can 
enticed quicker the rainbow than 
monotonous tone cold gray 
slate. 
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Fibre Boxes Exhibit 


Representing the latest advancements, 
uses and conversions fibre boxes and 
fibreboard, outstanding examples were 
displayed the 1955 Fibre Box Exhibit, 
feature the Fibre Box spring 
meeting Chicago. Typical examples are 
shown the opposite page: 


duced for Smile Pak Inc. (Akron) De- 
signed the shape pirate’s treasure 
chest, this fibre package suitable for 
containing various types and quantities 
canned fruits, preserves and nuts, while 
conveying impression luxury the 
buyer. The treasure chest one-piece, 
die-cut assembly made without staples, 
tape glue. The entire package en- 
closed master fibre shipper for de- 
livery. 


TELESCOPE LADDER produced for 
Roma Wine Division Schenley Industries 
The ladder this fibreboard display 
telescopes can extended for maxi- 
mum visibility stores with high aisle 
separators. The one-piece body forms its 
own bin, and the figure colorfully lith- 
ographed. 


COMBINATION CONTAINER DISPLAY 
STAND produced for Minnesota Mining 
Mfg. Co. (Detroit) This combination 
container and display stand for weather- 
strip adhesives serves two purposes for the 
cost one; and folding carton, formerly 
included with the container, has been 
eliminated. The retailer may easily convert 
the fibre container into attractive dis- 
play stand when opened. 


kee Famous Foods (Elmhurst, 
This floor stand point-of-sale piece draws 
attention the product with simulated 
antenna raised above the chimney 
eye level carry the ad. using the top 
the house for casual, mixed display 
Durkee condiments, good merchandising 
value was achieved. 


Simon Schuster (New York) Nothing 
could more fitting for box 
books than container which can con- 
verted into bookends. This fibre container 
also serves counter display, and 
screen process printing the outer sur- 
faces makes decorative for 
rooms the house. The box completely 
self-locking and easily set the 
plant. 


for Frankfort Distillers Corp. (New York) 
The feature this display stand the 
tasteful use bright color clean 
white background focus attention 
recognized trademark. The stand made 
entirely corrugated fibreboard. 


Girt Box produced for Marshall 
Field Co. (Chicago) This newly- 
created fibre package supplements simi- 
lar line corrugated fibre set-up gift 
boxes. The Holiday design printed from 
rubber dies whitefaced corrugated fibre- 
board. compares favorably with more 
expensive types and assures safe ship- 
ment fragile contents. 


Star Brewing Co. (San Antonio, 
200 lbs. bottled beer can dis- 
played this corrugated fibre unit, which 
boosted sales 120% where used. ringing 
bell, actuated motor, mounted 
die-cut backpiece concealed from the 
viewer. 


Herbert George (Chicago) die-cut 
box with simple interior formed eye- 
catching display for complete set 
amateur photographic equipment secured 
die-cut corrugated sheet inserted 
the carton. Closed, the box convenient 
carrying case, and when opened be- 
comes display. 


Oil Can Carrier 
for VitaPower Motor Oil has high reuse 
value utility tray. 


This six-can carrier 


Utility Tray Boosts 
Six-Can Oil Sales 


brightly-printed six-can carrier 
that doubles utility tray in- 
creasing multiple-unit sales Vita- 
Power Motor Oil for Western Auto 
Supply Co. (Kansas City, Mo.). 

Offered free with six quarts oil 
regular price, the double-folded, 
corrugated package printed two 
colors “oyster white,” special 
board developed Gaylord Con- 
tainer Corp. (St. Louis). The unit 
assembled three easy steps and 
stacks solidly for display purposes. 

Once the oil home and stored 
away, the VitaPower carton becomes 
handy utility tray for carpentry 
tools, nails, small paint cans, brushes, 
clothespins miscellaneous items. 
Because their versatility, the trays 
are also being offered separately 
29¢ each customers who want 
more than one. 


Thilco PRINT-DECORATED packaging 
papers appearances! 


You get attractive, well dressed salesman 
for practically nothing (1/12¢ for average 
size package) when you take advantage 
PRINT-DECORATING Thilco’s protec- 
tive wrappings, bags and box cover papers. 
It's the lowest cost advertising you can buy! 


STRONGER SALES APPEAL—Thilco PRINT- 
DECORATED protective papers 
tige, signify better product quality, have 
more attractive buy-appeal, provide imme- 
diate identity and advertising value wher- 
ever your products travel. 


DIVERSIFIED APPLICATION Thilco’s wide 
range protective papers assure the best for 
specific needs whether they call for water- 
proof protection, prevention moisture- 
vapor transmission, control grease and oil 
penetration or, just general decorative pack- 
aging. Thilco papers are specially fibred for 
machine wrapping, bundling, hand wrapping, 
box covering and bag manufacture. 


Thilco FUNCTIONAL papers 
Asphalted Waterproof Borriers, 
Waxed Moisture-Vapor Barriers, 
Glassines and Greaseproofs, 
Polyethylene Treated Papers, 
Specialty Krafts and Bags. 


Write for free Sample kit. 


THILMANY PULP PAPER COMPANY 
KAUKAUNA WISCONSIN 


NEW YORK « CHICAGO DETROIT MINNEAPOLIS CINCINNATI 


for more details circle 845, page 119 
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Packaging has big contribution 


make self-service and the 
growing trend shopping centers, 
marking methods and new merchan- 
dising operations, speakers the 
National Packaging Conference and 
Exposition told their audiences. 
The remarks four the many 
speakers have been summarized 
for the benefit its readers. The 
summarizations follow: 


Packaging Can Help 
Drug Store 
Prescription Sales 


Paul Olsen 

Director Marketing Research 
Topics Publishing Co. 

New York 


The American drug store, interna- 
tionally famous place buy 
almost anything, again giving more 
attention drugs. fact, drug 
store prescription volume grow- 
ing rate that seven times the 
rate the gain its other sales. 
And although the prescription de- 
partment accounts for only about 
one-fourth drug store sales, 
provides more than three-fifths 
the profit. 

Fifteen years ago most prescrip- 
tions were compounded the drug- 
gist himself. Now between 80% and 
all drug store prescriptions 
are for single-ingredient, proprie- 
tary, trademarked articles that 
are received the drug store the 
form which they are dispensed. 
However, the variety ingredients 
the druggist must keep hand for 
the prescriptions must compound 
still great ever was. The 
result real space problem the 
prescription department. 

Anything the manufacturer can 
provide containers that take 
less shelf space will welcome 
and appreciated service package 
design. need, for example, la- 
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Changing Patterns 


Sales Require New 


Package Techniques 


bels the narrow instead the 
broad side packages and chemi- 
cals smaller containers—in pints 
rather than the traditional gallons. 


relatively simple perform- 
ance filling prescription has 
many possibilities more than just 
routine treatment—for instance, con- 
tainers shaped resemble Mother 
Goose characters for children’s 
medicines and bright red caps for 
items that should not taken in- 
ternally. 

water sports area one drug 
store owner found that packages 
ready-made bandages sold much 
better metal containers than 
pasteboard ones because customers 
found them useful for bailing out 
rowboats and canoes. 

Reusable containers also might 
help induce people throw out old 
medicines, always potential health 
hazard. 


>Other desirable features drug 
store prescription packages and con- 
tainers are: 

Prescription-size packages re- 
duce losses from deterioration and 
obsolescence and discourage sub- 
stitution. 

Easy replacement manufactur- 


Paul Olson 


er’s labels with drug store prescrip- 
tion label. 

turer’s labels removed 
scription-size packages. 

Legible labeling. 

Clearly recognizable marking 
differences strength and other 
formula modifications without sacri- 
fice trademarks and other identi- 
fication. 


The Importance 
Packaging the 
Retail Food Store 


James Cooke 
Vice-President 
Penn Fruit Co. 

Philadelphia 


Price-marking perhaps the most 
time-consuming single retail opera- 
tion, and manufacturers should de- 
sign packages make this job 
easier for the retailer. 

recent experiment, for ex- 
ample, 400 cases picked random 
were opened, and only 59% 
them were the contents right side 
up—in the proper position for mark- 
ing. Each wrongly packed item had 
removed and marked individ- 
ually, slow and costly procedure. 

Many packages provide too small 
space for price marking—or 
space all, while many packages 
are not suited the type and color 
ink used supermarket marking. 

hampering the retailer the 
marking operation, manufacturers 
are tossing away powerful selling 
would make the price space 
package conspicuous feature and 
not game hide-and-seek. 


There little relation between the 
size the cases which products 
are shipped and the rate which 
the merchandise sells the store, 
and many instances manufacturers 
pack their slowest moving items 
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the same size cases their fastest 
moving ones. 

For example, although Penn Fruit 
does average volume $3.3 mil- 
lion per store annually, 75% the 
grocery items carries move 
quantities less than case per 
week per store. This means the re- 
tailer burdened with millions 
dollars unnecessary inventory, 
crowded backrooms, crowded 
shelves, increased damage and poor 
rotation. And this problem for 
large-volume retailers, consider the 
plight the 272,000 food retailers 
who less than $100,000 year per 
store. 

Other factors consider: 

Packages should marked all 
six sides that the printing will 
visible matter how they are dis- 
played the shelf. 

Packages should designed for 
safe and easy stacking. 

Packages should designed for 


James Ccoke 


space for price-marking. 


resistance the abuse self-serv- 
ice. 

Packages should built for pro- 
tection against pilferage. 

Shipping cartons should have tear- 
strip openings that products will 
not damaged the sharp-edged 
tools used for opening cases stores. 


The Hardware Store and 
The Shopping Center 


James Thompson 
President 

Co. 
Youngstown, Ohio 


The new type suburban shop- 
ping center has greatly accelerated 
the rate change hardware mer- 
chandising and created urgent 
demand for improved selling aids. 
The friendly, leisurely atmosphere, 
the participation the entire family 
and the allure self-service dis- 
plays make the shopping center not 
just new phase retailing but also 
new form entertainment. 

The usual type hardware store 


not attractive enough efficiently 
enough operated stay alive 
shopping center. The very key the 
design the better hardware store 
the future packaging. 

Already counter display fixtures 
are being redesigned. Merchandise 
has come out into the open. far 
practically possible, fixtures are 
designed that merchandise 
stocked and sold out the same 
compartment. While this saves 
handling and space, creates the 
need for completely new packaging 
most hardware merchandise. 


everything the open, 
brown paper shipping cartons are 
too painfully evidence. Cartons 
should dressed colorful 
lithographed covers advertising the 
merits the contents. Items for- 
merly kept under glass behind 
counters now are subject han- 
dling, and need nice, clear plastic 
covers, little individual show cases 
for each item. 

Note, too, that when hardware 
comes out the drawers and from 
behind the panels, are faced with 
the problem opening the box and 
losing the screws leaving the box 
closed the customer will open 
and lose the screws. ask pack- 
aging come our rescue. 

For self-service, merchandise must 
labeled with full price, use, and 
sales information. Customers make 
full use all information provided 
about hardware merchandise. They 
enjoy absorbing it—it’s not chore, 
pleasure. Hardware requires 
much more selling information than 
groceries—not flowery exaggerations, 
but good solid facts which answer 
the questions that customers have 
mind. Packaging should provide this 
information. 


>More attention should paid 
the instructions for assembly 
installation that accompany compli- 
cated hardware items. Even direc- 
tions for the use paint are some- 
times baffling. suggest that 
instructions written good, clear, 
everyday English, accompanied 
in-use how-to-use drawings 
pictures. suggest that the writer 
someone not connected with the 
production the product, that 
trade terms and technical jargon are 
avoided. Also—use large type for 
printing packages. can only 
point out that some 67% the 
adults this nation wear glasses 
today. 
Other suggestions: 

Design packages occupy mini- 
mum fixture space. 

Pack and package the quanti- 
ties which stores customarily buy. 
Design into every package place 


James Thompson 
get merchandise out open. 


for the price marked, prefer- 
ably the portion the unit pack- 
age that exposed when the carton 
opened. 

Paint bottle caps plain white for 
price marking. 

When merchandise carded, pro- 
vide holes for hanging. The fixture 
people just haven’t caught this 
department. Perhaps some inventive 
person may able devise hook 
with spring it, that all the 
items will pushed the outer 
end the hook and present uni- 
form and neat appearance. 

Carded items should have plastic 
skins vacuumed tightly over both 
the card and the merchandise. 

Tools need not boxed, but they 
should carry full information 
string tag, wraparound paper 
plastic label, card. 

Packaging assortments should 
used only last resort. 


Helping the Customer 
Help Herself 


Phillip 

Executive Director 

Limited Price Variety Stores Assn. Inc. 
New York 


The familiar dime store chang- 
ing. The method helping the cus- 
tomer help herself, which the 
variety stores pioneered years 
ago, being refined and improved 
the addition check-out self- 
service, elimination clerk aisles 
and installation area cashier- 
wrapping desks. 

Although the retailer has 
means been reduced robot who 
puts things store shelves and lets 
the package sell itself, there much 
that packaging can increase 
sales, help the customer shop faster 
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and more easily, and increase the 
efficiency distribution: 

should show maximum pos- 
sible advantage the package. 

All six sides the package should 
tive selling job. 

The package should answer such 
customer questions as: What 
made of? How used? How much 
it? Why better? 

The package should stand out 
from its competition mass 
shelf display. 

Brand identity should strong. 

The package itself should 
quality product. 

The package should convenient 
for the retailer, easy arrange and 
stack and with price spot correctly 
located. 

The package should adequately 
protect the product. 

Directions should simple and 
illustrated. 

The package should convenient 
for consumer needs. 

For ready-to-wear items, the 
package should make possible for 
the customer satisfy herself 
such points color, style, quality, 
texture, size, shrinkage, washability, 
utility and color fastness. 

Soft-goods packaging should 
geared customer handling. The 
package must such that after the 
customer assault the counter 
there remains semblance order. 
must allow her take out the 
item and examine closely. must 
reveal the product’s true color. 
must protect the merchandise against 
damage. 

Multi-unit packaging can increase 
sales volume. However, such pack- 
aging must carefully merchan- 
dised that total volume increases. 
must not priced out the mass 
market. 

Packages must economical. Va- 
riety store merchandise 
competitive. Package protection for 
day two not enough—on the 
other hand protection for year 
months too much. 

Expensive gimmicks that the stores 
don’t use should avoided. The 
same effort and just part that 
money spent improving the con- 
sumer package would very 
worth while investment. 

From the standpoint store op- 
erating problems, end labeling 
the product can located easily 
and stock counts facilitated and re- 
orders placed time highly rec- 
ommended. 

Cartons should packed quan- 
tities that are most frequently 
ordered. 

Packages should kept small and 
adaptable store counters. 
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Printed, “Write it” 
Adhesive Tape Offered 


Many applications can found 
for combination printed and “write- 
on-it” pressure sensitive tape devel- 
oped Labelon Tape Co. Inc. 
(Rochester, Y.). Both the printing 
and the writing are protected 
transparent plastic layer against 
smudging, well against dirt, 
dust, oil, water and most chemicals. 
Only pressure the writing instru- 
ment required make the writing 
appear. 

The tape comes rolls various 
lengths and widths, printed cus- 
tomers’ specifications. The main 
printing and writing area white, 
bordered with narrow bands col- 
or, and the printing and writing 
appear the same color. 

tapes, the Labelon product sticks 
without moistening any clean, dry, 
smooth surface and may applied 
and reapplied without losing its ad- 
hesive qualities leaving marks. 
Samples and details can secured 
request from the manufacturer. 


For your copy circle No. 730 the 
Reader’s Service Card inside back cover. 


Portfolio Shows Samples, 
Describes Clopane Films 


Seven samples and detailed data 
the four types transparent 
films marketed under the trade 
name Clopane are included new 
fact portfolio issued the manu- 
facturer, Clopay Corp. (Cincinnati). 

General descriptions and sugges- 
tions for uses, and specific informa- 
tion properties such heat seal- 
ing, printability and adaptability 
automatic packaging machinery are 
given. Technical data, such elon- 
gation percentage, resistance acids 
and solvents and tear factors, also 
included. 

addition, the portfolio contains 
charts showing the heat sealing times 
for varying heats and thickness and 
conversion tables. The seven 8x10” 


mistaken somebody has 
crummy sense humor.” 


samples Clopane demonstrate 
some the different types and 
weights available. The pages and 
samples are easily removed from the 
three-ring folder. 


For your copy circle No. 731 the 
Service Card inside back cover. 


Sample Kit Promotes 
Self-Stick Bands 


Samples Self-Stick paper bands 
for wrapping merchandise are en- 
closed kit being distributed 
Phoenix Products Co. (Milwaukee). 
The multi-color bands are printed 
flexography white bond paper. 

The ends the bands are lightly 
coated with adhesive seal finger 
touch, without soiling marking. 
pins, moistening stitching 
required. The band and wrapper 
sizes range from 

The kit includes samples bands 
already use. 


For your copy circle No. 732 the 
Reader’s Service Card inside back cover. 


Guide Shipping 


Containers Issued 


handy “Pocket Guide for Buyers 
Corrugated Shipping Containers” 
has been produced Union Bag 
Paper Corp. (New York). The min- 
iature booklet outlines the story 
how shipping containers are made, 
the shipping hazards con- 
sidered selecting carton, the ba- 
sic principles protection and gives 
eight points consider selecting 
shipping container. 

The eight points listed are: 

function container. 

Carrier Regulations Box must 
meet Rule Consolidated Freight 
Classification for rail shipment; Rule 
Express Classification, and Rule 
Motor Freight Classification. 

Adaptability Production Facili- 
ties Container must fit into (the 
advertiser’s) presently available fill- 
ing, closing and handling equipment. 
Adaptability Storage and Dis- 
tribution Methods Container 
must able store satisfactorily 
under your plant’s conditions. 
5.Cost Cost should lowest 
possible without sacrifice the pri- 
mary considerations. 

Advertising Value and Display 
Container should look attractive and, 
possible, adaptable for display 
purposes. 

Re-Use Sometimes more than 
one use the container big ad- 
vantage. 

Consumer Acceptance and Con- 
venience Container must fit into 


use practices the ultimate con- 
sumer. 
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ART & PHOTOGRAPHY 


The Stor Behind 


Outstanding Advertising: Photo 


featured inom RA 4 Christians 


Dick Hodgson 
Managing Editor 


There are times when have our 
doubts about the value some 
the special features—particularly 
when the article describes un- 
usual project extra-large scale. 
“It’s interesting enough,” tell 
ourselves “but how can 
specific value our readers?” 

have just come across con- 
crete evidence the fact that such 
articles provide valuable help 
admen. Consider the case Mal 
Ahlgren, art director Belnap 
Thompson, Chicago sales incentive 
house. 

Last December, art director Ahl- 
gren was wrestling with problem: 
how adapt the wide-screen tech- 
nique the movies achieve maxi- 
mum impact for catalog display 
merchandise. The decision use 
full-color gatefold the catalog had 
been made, but how get the de- 


Article Inspires 


This article the January provided the 


background information for the preparation 


Unusual Catalog Photo 


unusual catalog photograph designed produce 


sired effect within limited budget 
was still problem. 

The answer seemed lie 30’- 
wide merchandise display, with live 
models, single color photograph. 
This, said most the experts, 
couldn’t done. 


Mal Ahlgren received his 
copy the January AR, which car- 
ried article telling the story be- 
hind the RCA Victor Christmas gate- 
fold advertisement, which appeared 
the Nov. Saturday Evening 
Post (see “The Story Behind 
Outstanding Advertising Photo, Jan- 
uary AR, page 52). careful read- 
ing the article provided the an- 
swer the key problem: keep the 
merchandise display “flat” 
possible, that the camera would 
not have “stopped down” too 
far. 


The net result was outstanding 
full-color gatefold Belnap 
Thompson’s 1956 catalog sales in- 


the visual impact wide-screen movies. 


centive prizes 
history the gatefold’s develop- 
ment worthy addition AR’s 
collection “How Got The 
Photo” features. 


but the complete 


basic objective involved was 
achieve maximum impact 
catalog display merchandise. Art 
director Ahlgren decided that the 
wide-screen technique which Holly- 
wood had used fill the country’s 
once nearly-empty movie houses 
could adapted the job. 

reasoned that gatefold 
full color would provide the impact 
desired. But this immediately 
brought the reaction that the cost 
four-color gatefold was “out 
this world.” Mr. Ahlgren’s answer: 
“Yes, but really work it, 
maybe can find some way 
the job within the limitations our 
budget.” 


The fact that, far Belnap 
Thompson knew, nobody had ever 
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Getting the Shots was small project for Kling Studios produce the 
photos required Belnap Thompson. This picture shows the taking the 
shot, which used the same basic camera and lighting set-up the larger 
photograph shown the preceding page. The left portion the original set was 
torn down and rebuilt, shown above, before making the final shot. The backdrop 
came three colors give maximum impact. Linoleum front the backdrop was 
extended forward 20’ obtain maximum warmth and eliminate double shadows and 


produced quality full-color gate- 
fold limited budget only served 
stimulate effort “be the 
first.” With the limited budget as- 
pects clearly mind, Mr. Ahlgren 
decided the only possibility was 
use single color transparency 
art. 


>It was this stage the project 
that the article entered the pic- 
ture. The real answer the prob- 
lem wasn’t immediately obvious, 
however. RCA had made com- 
posite several color transparencies 
produce its highly effective gate- 
fold and Belnap Thompson 
knew that they would have avoid 
composite they were keep 
costs within the budget. 

was decided settle for simple 
set, but effective would call 
for live models. course, merchan- 
dise and models are seldom photo- 
graphed together large picture 
—the models may move the mer- 
chandise lines may not sharp. 
But art director Ahlgren decided 
try anyway. 

Since the spread the catalog 
would 30” wide, 30’ set was 
decided upon. Chicago studios 
were contacted see would 


practical shoot 30’ set single 


color photo. All except one studio, 
dozen contacted, said no. The 
lone exception said would will- 
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ing experiment. The major objec- 
tion was possible distortion. 


>This where again played 
important role. the article, Jack 
Williams, RCA Victor television 
division advertising manager, had 
mentioned distortion and that 
they had solved the problem us- 
ing special lens and setting the 
camera back because depth 
focus. 


With this guide, Mr. Ahlgren 
decided see there wasn’t some 
way eliminate the depth focus 
problem. His decision was try 
“flat photographic formula, 
determined that with camera 
50’ from 30’ set, and with the depth 
the set limited should 
possible shoot fast enough 
avoid movement the models, yet 
keep everything perfect focus. 

Another check photo studios 
brought the same answer, “It can’t 
done.” The same studio turned 
exception again and said 
that they were willing try it. 


>But Mr. Ahlgren was determined. 
decided model set would lend 
proof his theory that the desired 
shot was possible. Using scale 
wide and 3%” deep. Most the 
studios were still the same opin- 
ion the practicability the 


shot except for the one which 
had been willing try. This time 
they said, “Let’s get work.” 

The project proved far from 
simple color shot, however. These 
statistics will show why: 

Set dimensions: 

Size linoleum (used for the 
foreground): 35x24’. 

Size backdrop: 35x10’. 

Camera Location: 50’ from set, 
above floor. (Since second color 
spread was required back the 
two-page portion the gatefold, 
merchandise was removed from the 
left two-thirds the set and re- 
placed, but camera and lights re- 
mained the same position.) 

Film: Ektachrome. 

Lens: 12”. 

Lights: Eight 5,000-watt flood- 
lights, aimed down the set through 
overhead 36x24’ plastic diffusing 
eight 5,000-watt spots and 
four 2,000-watt spots used main 
light; six 750-watt spots for auxili- 
ary catch-lighting (to light the fur 
coat), plus eighteen 500-watt open 
bowl lamps for full light—a total 
101,500 watts illumination from 
lights. 

Time set stage: One month 
the day (including time build the 
frame). 

The photographer was Jack La- 
Bash Kling Studios (Chicago), 
with Joe McNamara, Frank Weir 
and Harry Bennett Kling provid- 
ing liaison and supervision. Gus 
Rechlin Belnap Thompson was 
responsible for the merchandise 
the photo. 


much time and effort ex- 
pended developing its high-impact 
photo, Belnap Thompson wasn’t 
about just let the photo pro- 
motion job all itself. The company 
prepared unusual broadside trad- 
ing the same themes which sug- 
gested the photo—“Impact That’s 
High, Wide and Handsome.” 
secondary theme, the folder intro- 
duced “The 1956 Belnap Thomp- 
son Prize Book with Wide Screen 
Impact.” The 1534” high, 
32” wide broadside folded 

Inside the broadside, enclosed 


Proof Was Practical prove that 
color photo was practical, art 
director worked out the photo- 
graphic formulas, then built this scale 
scale. 
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*The halftones used this were made 
from illustrations printed Collotype. 


“BLACK BOX COLLOTYPE 
SCREENLESS PRINTING 

GAVE REAL IDEA 
FOR SAVING 


Harry Volk, Jr., Syndicate 
Pleasantville, New Jersey 


“Our syndicated “Tone Art’ service furnishes 
clip sheets continuous tone illustrations 

for our clients, who use them just they were 
original art. These illustrations, printed 

the Collotype (photo-gelatin) method, must 
have faithful duplication tonal values order 
before the lithographers’ photo 
engravers’ cameras. Only the Black Box lineless, 
screenless printing method could meet these 
exacting requirements for quality...and save 

money, says Harry Volk, Jr. 


There’s idea here for you! you distribute 
dealer mat service, use catalog sheets, 
displays other advertising printing, will 
pay you inquire how Black Box Collotype 
can help you, too! 


Write today for our FREE portfolio samples. 


Complete photo studio facilities are also available 
our customers desired. 


COLLOTYPE SHOULD USED: 


Whenever pictorial subject matter large size 
and the printing run under 5,000. For full color, 
duotone Black and White—up 40” 60” size. 
For top quality and definite savings. 


BOX COLLOTYPE STUDIOS, Inc. 
Our New Address: 4840 Belmont Ave., Chicago 41, 


Kalamazoo Cincinnati Detroit St. Louis 
5-6165 Plaza 4218 Woodward 5-7030—Code 335 Central 5068 


for more details circle 759, page 119 June 1955 
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Commercial 
Photography 


BUFFALO 


PHOTO COMPANY 


And you con make graphs 
yourself quickly, easily 
and save the cost of the 
Kit with your first chart 

without ever touching pen! 


Translating information into chart form is the best 


way to sell your story quickly and dramatically and 
NOW—with Chart-Pak—everything you need is 
wvinted on rolls of tape! You roll on dotted lines, 
vars, figures. dates. You can't make a costly error— 
it can be taken up as quickly as it is put down. The 
average charting time is minutes—the cost—far less 
than other methods. And you or your secretary can 


do it. 


complete kit with twenty-eight 
300” rolls of many patterns and 
colors only $34.50. 


CHART-PAK, INC. 
100 Lincoln Ave. Stamford, Conn. Dept. 
send Chart-Pak Method data on: 
Graphic Charts Office Layout 
Organization Charts Plant Layouts 


* Name — 

. 

« Company 

§ Address 

¢ City State 1176 


for more details circle 772, page 119 
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Family Approval Mother, father, son 
and daughter—the typical family por- 
trayed Belnap catalog 
their approval the 
finished project. The entire gatefold proj- 
ect was undertaken for the purpose 
achieving impact the presentation 
merchandise families like the one 
shown above. 


cellophane envelope, was clever 
full-color miniature the 
1956 prize book, including the cover 
and the gatefold. The back cover 
the miniature was perforated 
serve business reply order card. 


Flat-bed Photocopy Unit 


Introduced Peerless 


re-designed flat-bed photocopy 
unit with “floating” lid that allows 
maximum clearance be- 
tween lid and platen has been mar- 
keted Peerless Photo Products 
(Shoreham, Y.). The “floating” 
lid makes the 
suited copying from books; thick, 
bound volumes magazines, 
heavy post-type binders official 
records. 

The printer can also used ef- 
fectively for copying originals 
stiff board heavy stock that can- 
not print rotary printer, such 
advertising layouts, ledger cards, 
and can also used for 
single-sheet originals such letters, 
clippings, invoices, etc. The printer 
will produce dry copies one- 
minute operation. 


Additional information avail- 
able. 


For your copy circle No. 733 the 
Reader’s Service Card inside back cover. 


Trace-Rite Offers 
Image Projector 


Provision for 40x30” illustration 
board and the fact that the operator 
works natural drawing board 
position are clear indications that 
artist designed the new image 
projector camera now being mar- 
keted Trace-Rite Inc. (Detroit). 
Additional proof the adjustable 
light shield, which simulates dark 
room conditions, and the opaque 


glass insert which allows the draw- 
ing board double light table. 

brochure the camera lists 
other features which include: Wol- 
lensak Raptar f/4.5 lens; enlarge- 
ments times actual size; 
reduction size; direct image 
projection, including transparencies 
and three-dimensional objects; tri- 
pod leg for extra support when 
projecting heavy objects stage; 
adjustable handles for focus, with 
brakes prevent slippage from focus 
position; and ability convert 
wall projection. Over-all dimensions 
are 81” high, 31” wide and 72” long. 
The unit sells for $565, Detroit. 


For your copy circle No. 734 the 
Service Card inside back cover. 


Photo Morgue Planned 
For Monthly Additions 


new basic photo morgue has 
been brought out Eye-Catchers 
Inc. (New York). sturdy box, 
192 separate sheets are printed 
one side only show over 1,000 
photos general subjects, with each 
sheet classified for quick photostat- 
ing well filing. The morgue, 


which sells for $3, valuable ad- 
men, editors and illustrating artists, 
glossy prints all the photos are 
available quickly. Single prints are 
$10, with special rates for quantity 
orders within specified time periods. 

important feature the basic 
morgue that can grow each 
month adding the pages 
(75 100 photos) Eye-Catchers 
Monthly Proofbook, which has 
annual subscription rate $3. 

Additional details are available 
from Eye-Catchers. 


For your copy circle No. 735 the 
Service Card inside back cover. 


Williams Meyer Offers 
Self-Mounting Photostats 


self-mounting photostat which 
eliminates the need for rubber ce- 
ment other hand-applied adhe- 
sives has been introduced Wil- 
liams Meyer Co. (Chicago). 


PRODUCT 

for more details circle 762, page 119 
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Called Tacky-Stats, the new pho- 
tostats are processed with ad- 
hesive compound the back. The 
compound protected paper 
overlay which easily peeled off. 
Tacky-Stats are available all 
photostat surfaces, finishes and sizes. 

use, Tacky-Stats are trimmed 
the desired size, the overlay 
removed and the print smoothed 
into position with light pressure. 
the stat mis-positioned needs 
lifted and stuck down again, even 
though may have been place 
for long period, according the 
manufacturer. 

Tacky-Stats are recommended for 
comprehensive layouts, assemblies 
for reproduction, rapid mounting 
windows, showcases 
boards and for use walls 
scrapbooks. Complete details are 
available from Williams Meyer Co. 


For your copy circle No. 736 the 
Service Card inside back cover. 


Dolin Introduces New 
Movable Storage Units 


new mobile storage system 
being manufactured this country 
Dolin Metal Products (New 
York). The units, which move along 
tracks, help eliminate waste aisle 
space, Dolin says. 

The tracks are laid the floor 
the storage room. The units, set 
heavy steel bases, are fitted with 
ball-bearing wheels move easily 
from one position another. Dolin 
suggests that space can saved 
best placing row fixed cabi- 
nets directly behind two mobilized 
rows and this way eliminate un- 
necessary aisle space. 

Additional information the units 
available from Mobile Storage Di- 
vision, Dolin Metal Products Inc., 
315-36 Lexington Ave., Brooklyn 16. 


New Equipment Aids 
Perspective Drawing 


new method—Perspect-O-Graph 
—to render completely accurate per- 
spective drawings has been devel- 
oped the Canlen Co. (Wyomiss- 
ing, Pa.). 

easy-to-read graph uses ap- 


turing 


Bourges Process 


BLACK ang 
‘RETOU CHING 


— 


tOCESS RT Copy 


Take this opportunity get all about 


your copy of this important, 


limited edition. Contains 
wealth of practical art and a 
production information, illus- aS 
trated by actual case histories is 
... 140 pages, in full color. 

the exciting new 


medium for the 
commercial 
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Advertising 
Requirements 


sales power the billion 

advertising-production-merchandising 

market, call your representative today. 
Advertising Requirements, 200 Illinois Chicago 


{ 
4 


%16076 ... one of the thousands of our stock pictures 
for $15, with off you use our credit 


for stock pictures, set your course for 


UNDERWOOD UNDERWOOD 


ILLUSTRATION STUDIOS INC. 


Send $1.00 for 9th Edition Catalog 


319 44, New York Michigan, Chicago 
Tel. 4-5400 7-1711 
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for OFFSET 


Printing 


Reprints one form 
another constitute 
major printing and 


budget problem. 
Proper use 
reprints, our survey 
reveals, will solve 
problems manage- 
ment, sales promo- 
tion, and advertising 
that face every 
business. 


USE 
REPRINTS 


ond PRACTICALLY 


This illustrated 16- 
page booklet shows 
great many ways 
use artwork, 
publicity, and other 
materials greater 
advantage with the 
help the versatile 
offset process. There 
are hints, too, 
preparation copy. 
Use 
Reprints” practical 
aid planning and 
production your 
printing. Send now 
for your copy. Current 
supply limited! 


Please rush FREE copy 


Use Reprints” to: 


OFFSET PRINTERS 
123 Wacker Dr. 
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Project Sharp Images 


proved perspective computations, 
giving all basic measurements for 
length, depth and height any de- 
sired scale. The Perspect-O-Graph 
drawing guide clear plastic 
straightedge, marked determine 
location vanishing points auto- 
matically and used draw receding 
lines direct these vanishing points. 

Literature Perspect-O-Graph 
Model 100 for drawings 17” 
wide and Model 200 for drawings 
26” wide may obtained from 
the manufacturer. 


For your copy circle No. 737 the 
Service Card inside back cover. 


Picture Service Charge 
Clarified Council 


The picture service charge should 
not confused with the holding fee, 
according the Picture Agency 
Council America, which mak- 
ing study the problems affecting 
the relationship between clients and 
picture agencies. 

The service charge, the name 
implies, merely charge for the 
services rendered the agency fil- 
ing, researching, captioning, print- 
ing and delivering prints the 
client, the Council points out. 

Service charges not apply 
pictures that agencies submit 
their own initiative, but only pic- 
tures which are specifically requested 
client, and the service charge 
deductible from the actual purchase 
price pictures. 

The Council points out that 
problem arises when the number 
pictures purchased logical pro- 
portion the quality quantity 
those submitted. Because almost 
impossible arrive standard 
service charge fit every situation, 
all responsible agencies are prepared 
quote service charges when 
order placed. 

The holding fee applies only when 
pictures, either requested sub- 
mitted, are held beyond reasonable 
time terms their market value, 
the Council says. 


Manufacturers Listed 


new, complete listing New 
York City manufacturers has been 
published Greater New York In- 
dustrial Directory (New York). The 
1,364 page directory lists 100,000 ex- 
ecutives and more than 32,000 man- 
ufacturers and such pertinent infor- 
mation locations main office, 
size plant, sales and showrooms, 
and number office and factory em- 
ployes. Priced $40, the book 
available from Greater New York 
Industrial Directory, 401 Broadway, 
New York 13. 


Direct Mail Seminar 


IT’S BEAUTY! 


The 


Most Modern Dispenser 

adjustment —big brush always 
reaches rubber cement. Handy grip- 
top; seals tight finger pressure. 


ONLY 
The HABERULE Co. 
Box R245 Wilton, Conn. 
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ART STUDIO with competent staff and 
topflite freelancers will furnish your 
needs continuous tone and line illus- 
trations, humorous and decorative spots, 
etc. for little month. Write 
company letterhead for sample drawings. 
Harry Volk Art Studio, Pleasantville 
37, New Jersey. 

for more details circle 850, page 119 


your dealer direct 


“Palette Patter’ keeps 
you posted on the latest 
and best in artist materials 
and equipment. Get your 
copy. Write to— 


Dept. 


WOODWARD AVE 


for more details circle 812, page 


CHRISTMAS CARD PUBLISHER 
seeks experienced commercial artists 
free-lance comprehensive and 
finished art Christmas Cards. Espe- 
cially line technique one, two and 
more colors. Submit samples work 
Advertising Dept., MILES KIMBALL 
Co., Oshkosh, Wisconsin. 


for more details circle 809, page 119 


Reach 
the 
Actual 
Buyers 


ADVERTISING 


MATERIALS and 
SERVICES 


put your 
selling message 
before them 


Advertising 
Requirements 
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New Light For Artists 
proof lamp with free-swinging arm has 
been introduced Sight-Light-M. 
Wheeler Co. 


This new glare- 


Introduce New Lamp 
For Drawing Boards 


lamp with free-swinging mo- 
bile arm that clamps onto drawing 
board has been introduced Sight- 
Light-M.G. Wheeler Co. (Greenwich, 
Conn.). According the company, 
the mobile arm permits the lamp 
swing full 360 degrees, and can 
raised 17” high lowered the 
board surface. 

The lamp has aluminum reflec- 
tor that “softens” the light and re- 
moves glare, and protective light 
ring that shields the eyes from the 
bulb. 

The lamp available cocoa 
brown, satin gray and mist gold 
finishes. retails $26.50. 


Hunter Develops Compact 
Office Photocopy Unit 


new photocopy machine, the 
Hecco-kwik, that will produce dry 
copies any typed, written, printed 
drawn material has been mar- 
keted Hunter Photo Copist (Syra- 
cuse, Y.). According Hunter, 
the new unit can produce copies 
less than minute. 

The machine operates princi- 
ple similar that self-develop- 
ing camera. little larger than 
typewriter, the Hecco-kwik can pho- 
tocopy material 12” width 
and any length. The whole process, 
Hunter says, takes about seconds. 
The machine can used under 
standard office conditions. 


Offers Stock Cartoons 


Cartoonist Lew Carl (La Habra, 
Cal.) offering set general 
interest one-column cartoon fillers, 
available mat form for $10 for the 
complete assortment. The cartoons 
are well adapted for use company 
publications, newsletters, etc. Sam- 
ple sheets showing the complete 
assortment are available. 


For your copy circle No. 738 the 
Service Card inside back cover. 


Color B&W prints for reproduction retouching 
Color B&W prints for publicity 


Color B&W industrial illustration assignment 


Color B&W illustrative and advertising photography 


Color B&W Photo-Murals any size using your 
larger negatives, glossy prints, original art. 


Tell what 


you need 


PROCESSING 
DYE TRANSFER COLOR PRINTS 
Call write for FREE DUPLICATE TRANSPARENCIES 


useful color information 


plus other essential services for 
reproducing and projecting color. 


east 46th st, new york 17, 


for more details circle 808, page 
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pg. handbook containing FLEXICHROME MATRICES 


Project Sharp Images 
DIRECT YOUR BOARD 


EARNS MONEY FOR YOU EVERY JOB 


The New Model 
Art production costs 
drop, earnings up, 
with 
Render illustrations; 
layouts; 
“drop keyline ele- 
ments; capture per- 
spectives; match let- 
tering; insure accura- 
cy; fast scaling; elimi- 
nate stats. 
ings! 


With Many 1955 
Refinements 


Days FREE 
TRIAL—no 
gation, 


Write for 
folder! 


ENGEL, INC. 
214-B Phoenix Minneapolis Minn. 
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DIVISION OF 


PHOTO 

1210 CLARK ST. 

CHICAGO 10, ILL. 
Michigan 2-5651 


COLOR PRINTS 


olor Films 


Satisfaction your money back. 
Fast service—high quality. 
KODACHROME 
ANSCO COLOR 
4x5 5x7 
KODACOLOR prints, 32c each 


FILM PROCESSING: Ansco-Ektachrome 
120-620; 20-exp mm; per roll 


COLORFAX LABORATORIES 
Dept. R-65: Box 3521, Georgetown Sta., Washington 


from 


Minimum order 
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Direct Mail Seminar 


five-day seminar, jointly spon- 
sored the University Illinois 
and Direct Mail Advertising Asso- 
ciation, will held the Univer- 
sity Campus during the week 
June 19. will manned the 
teaching staff the University, 
well some the top names the 
direct advertising profession. 

three-pronged objective will 
covered: 

broad perspective the com- 
plete management job direct mail 
selling. 

New horizons with regard 
management thinking general. 
Practical ideas direct mail 
operation and administration for im- 
mediate application profitwise. 

The Institute starts June and 
continues through June 24. Enroll- 
ment limited people. Regis- 
trations, and the $100 enrollment fee, 
should sent Norman Johnson, 
Division University Extension, 
lini Hall, Champaign, 


Pan American Prints New 


Calendar Languages 


special “All Nations Calendar” 
has been published this year Pan 
American World Airways. The 13- 
page calendar has each sheet printed 
different language and featuring 
four-color photograph taken 
different country. 

This limited publication-run cal- 
endar, which being sent VIP’s 
all over the world, special 
many-language version the stand- 
ard Pan American calendar. More 
than half million the standard 
calendars are published each year 
separate language editions for dis- 
tribution countries (“The Big- 
gest Calendar Order the World,” 
March 1954 AR). 

Produced Brown Bigelow 
(St. Paul), which also produces the 
regular editions the calendar, 
copies the All Nations Calendar 
will sent President Eisenhower, 
senators and congressmen, gover- 
nors, editors, publishers and heads 
state around the world. The cal- 
endar, like standard Pan American 
calendars, covers the period from 
Dec. 1954 through Dec. 1955. 

Standard Pan American calendars 
are printed French, German, 
Italian, Spanish, Portuguese, Chin- 
ese, Japanese, Danish, Norwegian, 
Swedish, English and Arabic lan- 
guage versions. Each sheet the 
special All Nations Calendar 
printed different one these 
languages. 

Two English language editions 


J Pax WoRLD AlRWAYS 


DECEMBER 1954 


9 
i2 3 4 6 17 
19.20 2! 22 23 24 25 
6 27 28 29 30 3 


the standard calendar must pub- 
lished because the different holi- 
days observed the various Eng- 
lish-speaking countries where the 
calendar will hung. 


New Book Offers Help 
Coping With Color 


Practical help solving color 
problems offered new book, 
“Color How See and Use It” 
Fred Bond. The book approaches 
color from practical standpoint and 
outlines step-by-step procedures 
follow solving specific color prob- 
lems. 

Such aspects color how one 
hue influences another, why like 
certain ones and dislike others, how 
color harmony secured and discord 
avoided are covered. Eighteen full- 
color plates and black and white 
illustrations augment the text and 
put across the author’s points. 

The author, Fred Bond, has had 
more than years’ experience 
art director, color consultant and 
color photographer. has written 
number other books different 
phases color. This new one, “Color 
—How See and Use It” valu- 
able help anyone who wants 
better understanding its problems. 

The book published Camera 
Craft Publishing Co. (San Francis- 
co) and retails for $8.75. 
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“Mr. Jones, meet Charlie, the idea man 
behind those crazy campaigns you 
were complimenting.” 
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Preferred Sources for Services and Supplies 


Advertisements this section limited three inches 


Exhibits 


drag tons 
tools trade shows 
waste 

your convention 
hours struggling 
with clumsy, heavy- 
weight 
join 1200 happy 


exhibitors who 
the easier, better 
Capex PREFAB way! 


Send for free Design Portfolio 


Capex Company, Inc. 


615 South Boulevard, Evanston, 
for more details circle 770, page 119 


Steel Filing Cabinets 


Steel Cabinets for 
Artwork, 
Cuts and Photos 


Write for Catalog 


FOSTER MANUFACTURING CO. 
210 Broad St. Philadelphia Pa. 
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Art and Photo 


CAMERAS ART AIDS $485 
SAVERS PRINTING 


SILK SCREEN 

; Deoler Inquiries Invited 

THE MERRITT LACEY CORP. 
3) CENTRAL AVENUE NEWARK 2, N. 4. 

WRITE FOR CATALOG 


sleepless from worry 
about lack action from your 
ads, switch and watch the 
response and orders come in! 
For advertising results that pay 
off, use 


Advertising 


Requirements 


Stapling Machines 


NEW SADDLE STAPLER 
FOR DUMMY WORK 


This rugged, compact machine makes sad- 
dle stapling dummies quick and easy. 
need interrupt the work your 
stitcher wait until free. 

Handles jobs 128 pages with width 
inches. Uses same staples your 
office stapler. Ask your stationer, phone 
your local Bostitch representative, write. 


436 Mechanic St. Westerly, 


for more details circle 766, page 119 


Labeling and Packaging 


ESTABLISHED 
DUANE ST., NEW YORK 


WOrth 2-3296 
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Advertising Services 


FREE use without cost. 
Create sparkling layouts for all printed 
matter with scissors and paste-pot. The 
Brand New Clipper—new size, format, 
features, content, color techniques, ideas. 
Get sensational introductory offer. obli- 
salesmen. Address Multi-Ad 
Services, Inc., Box 806G, Peoria, Illinois. 
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Box 9083, Long 
A Beach 10, Calif. 
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Color Slides 


TRIAL OFFER 
MOUNTED 
35MM 
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Engravings 


SUPERB 
ENGRAVINGS 


STAFFORD 
ENGRAVING CO., Inc. 


INDIANAPOLIS, IND. 


FINEST GUARANTEED QUALITY 
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Typographers 


TYPE 
What’s 

Cure calling 

and get set with 


BULLARD, 
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Hand-Lettering 


HAND-LETTERING FILM 


word—all styles. minimum, 
“extras.” Glossy print for repro- 
duction. hour service—delivery 
anywhere USA. Order from Style 
Book free request. 


RAPID TYPOGRAPHERS, INC. 
305 East 46, New York 8-2445 
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The “key number” preceding the name each advertiser listed below 

corresponds number the Readers’ Service cards the following 
insert pages. you desire additional information concerning the products 

advertisers services offered any advertiser, all you need circle the 


number the Readers’ Service card corresponding the number shown 
the index. The same numbers appear the bottom the advertisements. 


Readers Readers 

Service Advertiser Page Service Advertiser Page 
Number Number 


751 Advertising Typographers Association 803 Ingram-Richardson Mfg. 
America, Inc. 804 International Color Gravure, Inc. 
752 American Mail Advertising, Inc. 101 805 Intertype Front Cover 
754 American Writing Paper Corp.. 40-41 
809 Kimball Company, Miles 114 
756 Baker Associates, Wm. 807 Kleen-Stik Products, Inc. 
757 Barry, Inc., Lewis 808 Kurshan Lang Color Service 115 
758 Bartz, 854 Lacey Corp., Merritt 117 
Belford Co., Inc. 811 Letter Shop Inc., The 102 
767 Belnap Thompson, Inc. 812 Lewis Artist Supply Co. 114 
765 Berlekamp Corporation 
759 Black Box Collotype Studios, Inc. Major Photo Co. 116 
766 Bostitch 117 813 McGrath and Associates, Thomas 
760 Bourges Color Corp. 113 816 Minute Man Line, The 
761 Brand Advertising 117 814 Monsen-Chicago 
762 Buffalo Photo Company 112 Moss Co., 
763 Bullard, Inc., Howard 117 817 Multi-Ad Services 117 
Bundscho, Inc., National Blank Book Company 
764 Burrelle’s Press Clipping Bureau Naz-Dar Company 
769 Cantine Company, The Martin 818 Oxford Paper 13-14 
770 Capex Company, Inc., The 117 819 Peerless Lithographing Co. 
771 Champion Paper Fibre Co. 19-20 820 Perfo Mat Rubber Company 
772 Chart-Pak, Inc. 112 821 Picture Recording Company 
773 Chicago Cardboard Company 115 822 Pilot Productions Inc. 
774 Chromax Corporation 823 Pontiac Engraving and Electrotype Co. 
Collins, Miller Hutchings, Inc. 824 Popper Co., Wm. 
787 Colorfax Laboratories 116 825 Porcelain Enamel 
775 Craftint Manufacturing Co., The 826 Pratt Poster Co., The 
776 Crocker Co., Inc., 827 Printloid, Inc. 


Dot Engravers, Inc. 828 Radiant Color Co.. 


789 Du-Plex Onvelope Corporation 101 830 Rapid Copy Service, Inc. 114 


778 Durable Rubber Products Co. 831 Rapid Electrotype Company, The 
RCA Victor Custom Record Sales 
780 Engel, Inc., A... 116 
835 Remington Rand Inc. 
783 Falulah Paper Company 834 Rising Paper Company 
784 Filmack Studios 836 Schmidt Lithograph Company 6-7 
785 Filmotype Corp. 843 Schneidereith Sons 
786 Flambeau Plastics Corp. 837 Service Bindery Co., Inc. 
788 Gair Company, Inc., Robert 838 Sloves Mechanical Binding Co., 
General Exhibits Displays Inc. Back Cover 839 Sorg Paper Company, The 
790 General Outdoor Advertising Co. 840 Stafford Engraving Co. 117 
791 Gibraltar Corrugated Paper Co. 841 Standard Tag Co. 117 
792 Goodren Products Corp. 846 Tel-A-Story, Inc. 
793 Grace Letter Co., Inc. 844 Texlite, 
794 Grace Sign Mfg. Co. 845 Thilmany Pulp Paper Company 105 
795 Graphic Systems 847 Underwood Underwood 114 


Haberule Co., The 114 848 Veritone Company. 
798 Hankscraft Company, 849 Victoria Printed Products, Inc. 


796 Harvey Famous Name Comics 850 Volk, Jr. Art Studio, Harry 114 
799 Headliner Products 117 Warren Company, 
800 Heinn The 851 Warwick Typographers, Inc. 
802 Hernard Mfg. Co., Inc. 768 Weber Co., 
801 Hollander Company, Inc., Allen 852 West-Dempster Co. 115 
Hollywood Banners 12, 56, 853 West Virginia Pulp and Paper Company 64-65 
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701/Circle Readers’ Service Card 
Binder “Selector Sheet” 

booklet and “Selector Sheet” describe 
selection basic types binders and cat- 
alogs. (Page 48) 


702/Circle Readers’ Service Card 
Metal Binder 

about metal binder that 
makes easy remove insert pages 
without taking book apart. (Page 49) 


703/Circle Readers’ Service Card 
Presentation Case 

brochure describes box-easel, custom- 
tailored salesman’s presentation case. 


(Page 49) 


704/Circle Readers’ Service Card 
Letterhead Sample Styles 

heads. (Page 49) 


705/Circle Readers’ Service Card 
Wood Grain Covers 

portfolio shows wood grain 
cover stocks Mead Sales Co. (Page 40) 


706 /Circle Readers’ Service Card 
Printing Gummed Papers 

kit with printed samples seven 
gummed papers. (Page 40) 


707/Circle Readers’ Service Card 
Warren Sample Book 

sample book shows War- 
ren line papers for halftone 
reproduction. (Page 40) 


708/Circle Readers’ Service Card 
Commercial Slides 

file folder describes custom-designed 
commercial slides. (Page 59) 


Readers’ Service Card 
Davidson Presentized Plates 

describes Davidson Photorite, 
Duorite and Perfectorite plates. (Page 87) 


710/Circle Readers’ Service Card 
Manual Sign Data 

includes data design 
baked enamel signs and hints installa- 
tion. (Page 82) 


711/Circle Readers’ Service Card 
Duplicate Printing Plates 

brochure describes recent developments 
making plastic plates, wax engravings, 
electros, etc. (Page 89) 


712/Circle Readers’ Service Card 
Alco Gravure Process 

brochure describes Alco Process 
ducing gravure cylinders. (Page 89) 


Use these return cards 
for publications 
mentioned this page 


Send for these helpful selling 


713/Circle Readers’ Service Card 
Railway Express Coverage 

flyer describes Railway Express 
tion coverage printed advertising mat- 
ter. (Page 89) 


714/Circle Readers’ Service Card 
Monticello Typeface 


displays complete Monticello 
type series. (Page 67) 


715/Circle Readers’ Service Card 
Dial-A-Matic Auto-Stat 
book gives full details 
Dial-A-Matic photocopy equipment. 

(Page 67) 


716/Circle Readers’ Service Card 
Graphic Calculator 


717/Circle Readers’ Service Card 
Cellomatic Projector 

animation, motion and optical effects for 
and sales presentations. (Page 72) 


718/Circle Readers’ Service Card 
Ace Products Catalog 

Catalog illustrates, describes gifts and 
premium suggestions. (Page 97) 


719/Circle Readers’ Service Card 
Scissor Sharpener 

patented scissors sharpener 
for premium use. (Page 97) 


720/Circle Readers’ Service Card 
All-Purpose Mats 


Visualizer” folder includes 
six case histories graphic calculators 
(Page 72) 


wall plaques for use specialties, pre- 
(Page 98) 


Please print type information below 


Please send the following: 


mentioned editorial columns: 701 702 703 704 705 706 707 708 709 710 


713 714 715 716 717 718 719 720 721 722 723 724 725 726 727 728 729 730 
731 732 733 734 735 736 737 738 


More details from advertisers: 751 752 753 754 755 756 757 758 759 760 


761 762 763 764 765 766 767 768 769 770 771 772 773 774 775 776 777 778 779 780 
781 782 783 784 785 786 787 788 789 790 791 792 793 794 795 796 797 798 799 800 
801 802 803 804 805 806 807 808 809 810 811 812 813 814 815 816 817 818 819 820 


821 822 823 824 825 826 827 828 829 830 831 832 833 834 835 836 837 838 839 840 
841 843 844 845 846 847 848 849 850 851 852 853 854 


Note: Inquiries for items listed not serviced beyond September 15, 1955 


Postage 
Will Paid 


BUSINESS REPLY CARD 


Class Permit No. 95, Sec. 34.9, Chicago, 


Mailed the 
United States 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 

Chicago 11, 
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Readers 
Service 
Dept 
Dept. 
3606 
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Send for these helpful selling tools 


Requirements 


721/Circle Readers’ Service Card 
Monthly Salesman 

details memo stand for salesmen 
use reminding prospects—features regu- 
lar mailings. (Page 98) 


722/Circle Readers’ Service Card 
Snack Set and Tumblers 

describes Colorvision Snack 
Set and Hi-Kool Town and Country Set pre- 
mium-business gifts. (Page 98) 


723/Circle Readers’ Service Card 
Incentives Newsletter 
newsletter devoted mer- 
chandise prize incentive programs. 
(Page 98) 


724/Circle Readers’ Service Card 
Glimmick Die-cut 

(Page 101) 


plastic for decorating letters. 


BUSINESS REPLY CARD 


Pirst Class Permit No. 95, Sec. 34.9, Chicago, 


Readers’ Service Dept. 


ADVERTISING REQUIREMENTS 


200 East St., 
Chicago 11, 


Please print type information below 


Company. 
Address 


725/Circle Readers’ Service Card 
Color Post Cards 

and samples low-cost color 
postcards. (Page 101) 


726/Circle Readers’ Service Card 
Giant Postalgram 
and details 12x18" giant 
telegram for attention-getting mail piece. 
(Page 101) 


727/Circle Readers’ Service Card 
Uses Match Books 

booklet describes uses match books 
for response direct mail and product 
replicas. (Page 102) 


728/Circle Readers’ Service Card 
Stamp Promotion Service 
describes promotion utilizing 
stamp collecting hobby, making First Day 
covers available direct mail medium. 
(Page 102) 


Please send the following: 


mentioned editorial 701 702 703 704 705 706 707 708 709 710 
712 713 714 715 717 718 719 720 721 722 723 724 725 726 727 728 729 730 
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801 802 803 804 805 806 807 808 809 810 811 812 813 814 816 817 818 820 
821 822 823 824 825 826 827 828 829 830 831 832 833 834 835 836 837 838 839 840 
842 843 844 845 846 847 848 849 850 851 852 853 854 


Note: Inquiries for items listed not serviced beyond September 15, 1955 


Readers’ Service Card 
Cartoon Calendar Blotters 

details cartoon blotters, featuring 
new cartoon each month. (Page 102) 


730/Circle Readers’ Service Card 
Self-Sticking Tape 
pressure-sensitive tape. Samples included. 
(Page 108) 


731/Circle Readers’ Service Card 
Clopane Films 

portfolio includes samples, description 
transparent film. (Page 108) 


732/Circle Readers’ Service Card 
Self-Stick Bands 

kit includes samples, descrip- 
tion Self-Stick paper bands for wrapping 
merchandise. (Page 108) 


733/Circle Readers’ Service Card 
Photocopy Unit 

details flat-bed photocopy unit for 
copying from books, thick bound volumes 
magazines, etc. (Page 


734/Circle Readers’ Service Card 
Trace-Rite Image Projector 
brochure describes new image 
tor which includes large illustration board. 
(Page 112) 


735/Circle Readers’ Service Card 
Photo Morgue 

which includes 1,000 general subject 
tos. (Page 


736/Circle Readers’ Service Card 
Self-Mounting Photostats 

mounting photostats. 


(Page 112) 


737/Circle Readers’ Service Card 
Perspect-O-Graph 

for rendering accurate perspective draw- 
ings. (Page 113) 


738/Circle Readers’ Service Card 
Cartoon Fillers 

sheets illustrate one column cartoon fill- 
ers available mat form for company 
publications, newsletters, etc. (Page 
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design 

displays and produce 
convention exhibits 

museum exhibits 

dealer displays 


showrooms 
sales meetings 


production 
2100 NORTH RACINE AVENUE stages 
CHICAGO 

props 

models 

dioramas 

animations 

cutaways 


5 
4 
e 
ASS 
- 
4 


for 


Like America’s 
Leading Printers 
Specify Atlantic 


Papers 


When you’re looking for the best, look the leaders. 

And, the selection paper for business printing, Atlantic the 
first choice the leaders. The reasons? Simple. 

Atlantic papers are reasonable cost yet have the appearance and 
feel much more expensive papers. They print well, look 
create the impression quality. 


ATLANTIC BOND 

remarkable sulphite that clean, clear 
crisp bond. One the very few sulphite 
bonds with watermark and the 
only sulphite that identifies each sheet 
with the weight right the watermark. 


ATLANTIC OFFSET 

stable, moisture-controlled offset paper 
with maximum opacity-for-weight in a 
customer-pleasing bright, blue-white. 


ATLANTIC LEDGER 

a real rugged sheet that is perfect for office 
forms ruling with specially sized 
surface for pen and ink work. 


When you recommend paper, recommend Atlantic the paper 
that makes your life easier two ways: results better looking 
finished job; runs smoothly and easily with less make-ready time. 


For sample books of these or other Eastern 
Papers contact your Eastern paper merchant. 


AMERICA'S LEADING BUSINESSES USE 


EASTERN 
AMERICA’S LEADING BUSINESS PAPERS 


MADE EASTERN CORPORATION BANGOR, MAINE 


for more details circle 779, page 119 
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